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Laughs  a  Week 


Bob  Englehart,  edi¬ 
torial  cartoonist  for 
the  morning  Dayton 
Journal-Herald,  has 
won  several  awards 
and  is  syndicated 
throughout  the  coun¬ 
try  by  Copley  News 
Service, 


A  laugh  a  day  may 
not  keep  the  doctor 
away,  but  editorial 
cartoonist  Bob  En- 
glehart’s  sardonic 
brand  of  humor  is  a 
great  cure  for  the 
morning  blues  or  the 
afternoon  blahs. 


Englehart’s  mix  of 
piercing  humor  and 
down  to  earth  com¬ 
mon  sense  should 
get  to  your  readers’ 
funnybones  ...  just 
what  the  doctor  or¬ 
dered. 


Write,  wire  or  call: 

Copley  News  Service 
P.O.  Box  190 
San  Diego,  CA  92112 
Phone:  (714)  299-3131 


So  give  them  a  laugh 
with  Bob  Englehart 
five  times  a  week. 
He’ll  make  life  a  little 
easier  and  a  lot  more 
fun. 


Graduates  hired  by  Giles  Padel.. 


...never  stop  learning. 


Giles  Pladel,  corporate  manager  of  our  Management 
Selection  and  Training,  has  a  philosophy  that’s  made 
our  program  such  a  success. 

Giles,  who  visits  campuses  throughout  the  country 
seeking  graduates  from  a  variety  of  fields,  says,  “The 
key  word  in  our  recruitment  and  training  program 
is  POTEmiAL” 

“Many  times  we  will  hire  someone  \wthout  a  writing 
background,  but  who  zealously  wants  to  pursue  a 
journalism  career.  Experience  is  important,  but  those 
who  express  willingness  to  learn  are  also  given  serious 
consideration.  And  that’s  where  our  continuing  training 
programs  fit  in’’ 

Harte-Hanks’  training  programs  are  custom  tailored 
by  our  specialists  to  meet  the  unique  needs  of  our 
employes.  Whether  a  person  has  been  in  the  business 
two  months  or  20  years,  there’s  always  the  potential  for 
continued  growth  and  development 

Thanks  to  Giles  P^del,  we’re  confident  that 
Harte-Hanks  employes  will  be  better  able  to  meet  the 
ever-changing  informational  needs  of  the  communities 
we  serve. 


»Harte' Hanks 

Newspapers,  Inc  NATioNwidE 
PO  Box  2m.  San  Anionk).  Texas  78291 
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The  St.  Petersburg-Tampa  market  is  right  in 
the  middle  of  sales  action  in  the  southeastern 
United  States.  One  of  three  major  markets, 
alongside  Atlanta  and  Miami.  Ranking  24th 
nationally  in  population,  21st  in  households, 
24th  in  retail  sales. 

Two  newspaper  combinations  cover  this 
market  with  less  than  10%  duplication.  The  St. 
Petersburg  Times  and  Evening  Independent 
deliver  top  circulation  overall  and  in  populous 
Pinellas  and  Pasco  counties.  The  Tampa 
Tribune  and  Times  dominate  Hillsborough 
County,  making  the  two  combinations  a 
powerful  team  that  scores  big  for  advertisers. 

These  newspapers  have  joined  to  produce  an 
eye-opening  20-minute  film  we  call  “The  Land 
of  the  Bucs.”  If  marketing’s  your  responsibility, 
you'll  benefit  from  this  guided  tour  of  Florida’s 
prosperous  Suncoast  and  an  analysis  of 
consumer  dollars  spent  here. 

The  film  will  be  shown  in  major  markets  coast  to 
coast.  You  also  can  catch  it  at  the  International 
Newspaper  Advertising  Executives  meeting  in 
Hollywood,  Fla. 
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Evening  Independent 

The  People  Paper 
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JANUARY 

27-29 — Tennessee  Press  Association  and  UT-TPA  Press  Institute,  Hyatt 
Regency,  Nashville,  Tenn. 

27-30 — Wyoming  Press  Association,  Hitching  Post  Inn,  Cheyenne. 

30-Feb.  4 — Suburban  Newspapers  of  America  Mid-Winter  Management 
Conference.  Cerromar-Dorado,  Puerto  Rico. 

FEBRUARY 

2- 6 — California  Newspaper  Publishers  Association,  St.  Francis  Hotel,  San 

Francisco. 

3- 5 — International  Circulation  Managers  Association  Legal  Symposium, 

Sheraton  Hotel,  Dallas,  Tex. 

3-6 — California  Newspaper  Publishers  Association,  Hotel  St.  Francis,  San 
Francisco. 

10-12 — Ohio  Newspapers  Association,  Sheraton-Columbus  Motor  Hotel, 
Columbus. 

12-13 — Southern  Classified  Advertising  Managers  Association  telephone 
sales  conference,  Tallahassee  Hilton,  Tallahassee,  Florida. 

12- 16 — Southern  Classified  Managers  Association,  Tallahassee  Hilton, 

Florida. 

13- 16 — ANPA/NPRA  Personnel  Workshop,  Doubletree  Inn,  Scottsdale, 

Arizona. 

17-19— New  England  Association  of  Circulation  Executives,  Boston  Mar¬ 
riott,  Newton,  Mass. 

17- 20 — Maryland-Delaware-D.C.  Press  Association,  Hunt  Valley  Inn,  Hunt 

Valley,  Maryland. 

18- 19 — Oklahoma  Press  Association.  Oklahoma  City. 

20-22— Inland  Daily  Press  Association.  Drake  Hotel.  Chicago. 

24-26 — Georgia  Press  Association  Press  Institute,  Athens. 

24- 26 — South  Carolina  Press  Association,  Columbia. 

25 —  North  Carolina  Farm  Press,  Radio  and  Television  Institute, 
Sheraton-Crabtree  Motor  Inn,  Raleigh. 

25-27 — Mississippi  Valley  Classified  Advertising  Managers  Association 
and  National  Telephone  Supervisors,  Pick-Congress  Hotel,  Chicago, 
III. 

27-March  1 — Texas  Daily  Newspaper  Association,  Fairmount  Hotel,  Dal¬ 
las,  Tex. 

27-March  1 — New  York  State  Publishers  Association.  Marriott  Inn. 
Rochester,  N.Y. 

27- March  5 — ANPA/INPA  Marketing  The  Total  Newspaper  Seminar,  Harri¬ 

son  Conference  Center,  Glen  Cove,  N.Y. 

28- March  1 — New  England  Newspapers  Advertising  Executives  Associa¬ 

tion,  Howard  Johnson  57  Motel,  Boston. 

MARCH 

2- 4 — Newspaper  Advertising  Co-operative  Network  Seminar.  Granada 

Royale,  Phoenix.  Arizona. 

3- 4 — Hendrix  Users  Group,  Le  Downtowner  Du  Vieux  Carre.  New  Orleans, 

La. 

3-5 — Pennsylvania  Newspaper  Publishers’  Association  and  Pennsylvania 
Society  of  Newspaper  Editors  Seminar,  Sheraton-Harrisburg  Inn, 
Harrisburg,  Pa. 

3-6 — New  York  Press  Association,  The  Americana,  Albany,  N.Y. 

6-10 — Pennsylvania  Newspaper  Publishers  Association  Foundation  Press 
Institute  Reporters  Training  Seminar,  Holiday  Inn  Town,  Harrisburg. 
Pa. 

13-15 — Southern  Newspaper  Publishers  Association  Production  Confer¬ 
ence,  Atlanta,  Ga.  (For  members  only.) 

16-19 — Government  Affairs  Conference,  National  Newspaper  Association, 
Hyatt  Regency,  Washington.  D.C. 

18-19 — Louisiana  and  Mississippi  press  Associations  joint  clinic.  Lake 
Charles.  La. 

18-21 — Mid-West  Circulation  Managers  Association,  Sheraton  Skyline 
East,  Tulsa.  Okla. 

21-22 — National  News  Council,  regional  meeting,  Drake  University,  Des 
Moines.  Iowa. 

21-25 — Penney-Missouri  Newspaper  Awards  Workshop,  University  of 
Missouri,  Columbia.  Missouri 

24-25 — Pacific  Northwest  Newspaper  Association,  Benson  Hotel,  Port¬ 
land,  Oregon. 
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“The  Los  AngelesTimes  is 
our  most  powerful  tool  for 
immediate  communication 

Melvin  Schifftnan,  of  fashion  and  sale  events 

executive  vice  president,  ^  __  _  _  __ 

sales  promotion  and  marketing, 

Map  Co.,  California  IWl  1 1  VQ  l¥l  VI  J  Wb  B  B 


"Southern  California  is  one  of  the 
most  challenging  and  complex  markets  in 
terms  of  communicating  to  our  customers 
as  well  as  to  the  total  marketplace.  The 
Times  is  the  fastest  all-around  medium. 
You  can  move  quickly  in  radio  but  it 
doesn't  portray  graphically  the  message 
you  have  to  communicate. 

"As  we  build  stores  within  The  Times' 
'umbrella/  it  doesn't  cost  us  any  more  to 
reach  those  customers  through  The  Times. 


"And  we  feel  very  strongly  about 
the  value  of  inserting  full-color  preprints 
in  The  Times  by  means  of  its  customized 
distribution  programs  which  give  us 
targeted  marketing  in  the  trading  areas 
surrounding  each  of  our  stores." 

Mel  Schiffman  makes  decisions 
for  one  of  the  largest  and  most  successful 
retailers  in  the  country.  What  The  Times 
does  for  him,  it  can  do  for  you. 

Los  AngelesTimes 

Leads  all  newspapers  in  the  nation 
in  retail  advertising  linage.  [Cj 

Offices  in  New  York,  Chicago,  San  Francisco,  Detroit. 


Newsbriefs 


Representatives  of  advertising  agencies  handling  some  of  the 
top  national  accounts  in  the  country  were  scheduled  to  meet 
at  presstime  to  discuss  financial  backing  of  a  fourth  televi¬ 
sion  network — “MetroNet” — proposed  by  Ogilvy  & 
Mather. 

The  proposed  creation  of  a  fourth  network  came  as  a  result 
of  high  prices  and  the  lack  of  available  network  air  time 
for  commercials.  Ogilvy  &  Mather,  with  support  of  Benton 
&  Bowles,  made  the  proposal  on  behalf  of  their  mutual 
client  General  Foods  and  other  leading  national  advertisers. 
The  proposal  followed  two  years  of  research  by  the  agencies. 

Under  the  proposal  Metromedia  Television  will  be  in 
charge  of  developing  the  station  lineup  and  be  responsible 
for  contracting  for  programming  and  advertising.  If  the 
proposal  receives  the  backing  of  enough  major  advertisers, 
fourth  network  programming  could  begin  as  early  as  October 
this  year. 

Programming  is  expected  to  include  half  hour  segments 
based  on  classic  Gothic  novels  and  an  assortment  of 
comedy-variety  programs.  In  addition  to  providing  advertis¬ 
ers  with  a  new  outlet,  it  is  also  hoped  by  those  supporting  the 
proposal,  that  it  will  drive  down  the  cost  of  advertising  on 
the  other  three  networks. 


Announcing  the  1976 
Editor  &  Publisher 
NEWSPAPER 
PROMOTION 
AWARDS 
COMPETITION 

For  the  42nd  year,  Editor  &  Pub¬ 
lisher,  in  cooperation  with  the  In¬ 
ternational  Newspaper  Promotion 
Association  is  presenting  awards 
for  the  best  newspaper  promotion, 
research,  public  relations  and  re¬ 
lated  activities.  The  awards  will  be 
presented  in  13  classifications  and 
five  circulation  groups.  The  dead¬ 
line  for  entries  is  March  10,  1977, 
with  judging  held  in  Tacoma, 
Washington. 

For  rules  and  entry  blanks,  write: 

E&P  Promotion  Contest,  c/o  Editor  &  Publisher, 
850  Third  Avenue,  New  York,  N.Y.  10022 


The  1977  edition  of  “Where  Shill  I  go  to  College  to  Study 
Advertising?”  provides  a  description  of  programs  offered  by 
81  colleges  and  universities  in  40  states.  The  booklet,  edited 
and  published  by  Dr.  Billy  1.  Ross,  chairman  of  the  depart¬ 
ment  of  mass  communications  at  Texas  Tech  University, 
and  Dr.  Donald  G.  Hileman,  dean  of  the  College  of 
Communications  at  the  University  of  Tennessee- Knoxville, 
reports  that  8,739  students  are  studying  advertising  in  1976- 
77  academic  year.  In  1973,  the  total  was  6,431.  Michigan 
State  University  tops  all  schools  in  enrollments  with  463 
students. 


The  Atlantic  City  (N.J.)  Press  has  distributed  a  12-page  tab¬ 
loid  on  gambling  in  Nevada  to  all  daily  papers,  legislators  and 
state  and  local  government  officials  in  New  Jersey.  Voters 
there  approved  casino  gambling  last  November  2,  and  the 
state  legislature  is  currently  considering  regulations  to  estab¬ 
lish  it. 

According  to  editor  Charles  C.  Reynolds,  the  tabloid  in¬ 
cluded  “legitimate  factual  information  not  loaded  one  way  or 
the  other.”  It  was  made  up  of  22  articles  by  Press  political 
editor  Frank  J.  Prendergast  that  originally  appeared  in  the 
paper  in  early  December. 

Reynolds  said  distribution  of  the  tabloid  was  not  lobbying 
but  “dissemination  of  information,  not  a  pressure  tactic.” 
5000  copies,  accompanied  by  a  covering  letter,  were  mailed 
out  January  4. 

The  Press,  which  Reynolds  said  has  “strongly”  endorsed 
legalized  gambling  in  New  Jersey  for  the  past  eight  years, 
contributed  $45,000  to  the  pro-casino  Committee  to  Rebuild 
Atlantic  City.  The  committee  sponsored  a  $1.3  million  cam¬ 
paign  in  support  of  the  November  2  referendum,  whose 
passage  legalized  gambling  only  in  Atlantic  City. 


A  record  of  over  $1  million  dollars  in  gross  billings  went 
through  the  Oregon  Newspaper  Publishers  Association  adver¬ 
tising  placement  service  during  1976.  Gross  billings  were  up 
409f  over  1975.  ONPA,  a  non-profit  trade  organization,  is 
directed  and  financed  by  the  state’s  22  daily  and  87  weekly 
newspapers.  Advertisers  using  the  association’s  service 
placed  more  than  five  million  lines  (about  2I(X)  full  pages)  of 
advertising  during  1976.  Financial  institutions  and  public 
utilities  represented  the  biggest  portion  of  the  total  volume. 

EDITOR  &  PUBLISHER  for  January  22.  1977 


Boating  in  the  Superdome! 

Nev/  Orleans  77  Boat  Show  Biggest  Ever 


Within  the  vastness  of  the  Louisiana  Superdome  a  huge  array  of  boats  and  boating  supplies  delights  visitors  to  New  Orleans  Boat  Show  ‘77 


The  Superdome  became  a  spacious  harbor  for 
a  gleaming  fleet  of  new  and  ready-to-launch 
boats  during  the  New  Orleans  Boat  Show  ‘77. 

The  show,  a  nine  day  event  in  January, 
attracted  some  200,000  boating  enthusiasts. 
They  strolled  and  milled  about  on  deep  water- 
blue  carpeted  walkways  that  wound  between 
and  around  several  hundred  boats  and  boating 
accessories  displayed  to  view,  scrutinize  and 
learn  about  the  very  latest  in  boating. 

Most  visitors  spent  hours  amid  the  fan¬ 
tastic  array  of  dream-matching  motorized  sail¬ 
boats  (from  26’  to  46’),  speedsters,  Hshing 
craft  in  a  wide  variety  of  sizes  and  designs, 
luxurious  pleasure  cruisers  and  modest  boats 
to  row  or  paddle. 

The  U.S  Coast  Guard  was  there  with  safety 
devices  and  advice.  An  abundance  of 
sophisticated  electronic  communications 
equipment,  scuba  diving  gear,  medical  kits, 
galley  hardware  and  utensils,  take-you- 


anywhere  charts  and  maps,  scores  and  scores 
of  outboard  motors  and  high  performance 
engines  and  much  much  more  were  objects  of 
keen  interest. 

Every  square  foot  of  space  that  was 
offered  for  this  spectacular  was  sold  and  1 5% 
of  next  year’s  show  space  has  already  been 
reserved. 

In  1976  $5-million  in  sales  were  attributed 
directly  to  the  show  with  $3.S-million  of  the 
sales  being  made  during  the  show  and  in  the 
Superdome.  This  year’s  totals  should  be 
greater. 

Alerting  the  public  to  this  event  were  two 
Boat  Show  tabloids  published  in  The  Times- 
Picayune  and  States-Item  and  they  once  again 
proved  that  super  response  in  Metro  New 
Orleans  is  newspaper  response. 

Tell  Newhouse  Newspapers  that  you  want 
these  newspapers  to  launch  more  new  sales 
for  you. 
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New  libel  threat 

Senate  Bill  3600,  known  as  the  Federal  Officials  An¬ 
tidefamation  Act  of  1976,  has  a  definition  of  malice  which 
poses  a  serious  threat  to  the  press  (E&P,  Jan.  1,  page  4). 
David  L.  Freeman,  attorney  for  the  Greenville  (S.C.)  News- 
Piedmont,  says  the  definition  provides:  ‘“Actual  Malice’ 
means,  with  respect  to  a  communication,  with  knowledge 
that  the  communication  is  false,  or  with  failure  under  the 
circumstances  to  undertake  reasonable  effort  to  ascertain 
whether  or  not  the  communication  is  false.”  This  language 
“seems  clearly  to  impose  a  duty  to  investigate,”  and  so  doing 
the  “battle  lines  would  shift  from  whether  the  newspaper 
was  guilty  of  actual  animosity  or  ill  will  to  whether  the 
newspaper  acted  reasonably  in  publishing  an  item  without 
fuller  investigation  . . .  This  would,  in  essence,  lead  to  liabil¬ 
ity  based  on  negligence”  and  put  the  press  in  a  “well  nigh 
intolerable  position  of  uncertainty  when  publishing  any¬ 
thing.” 

With  respect  to  a  libel  suit  against  the  Miami  News  in 
which  negligent  reporting  is  charged,  Dan  Paul,  attorney  for 
the  Miami  Herald,  said  (E&P,  Jan.  15,  page  9):  “This  one  is 
being  watched  around  the  country.  It’s  not  just  the  old  de¬ 
mand  that  sources  be  named.  The  plaintiffs  are  going  after 
the  News  on  the  basis  of  negligence,  and  I  fear  that  sort  of 
attack  might  be  a  coming  thing  now  that  no-fault  has  left  so 
many  lawyers  hungry.  There’s  a  lot  of  seeking  and  inquiry 
in  negligence  law,  so  you  can  see  the  threat  to  the  editorial 
process.” 

On  Jan.  4,  New  York  District  Court  Judge  Charles  S. 
Haight,  Jr.,  in  a  ruling  involving  a  libel  suit  against  CBS  and 
Atlantic  Monthly  authorized  inquiry  into  a  journalist’s  state 
of  mind  in  the  gathering  and  editing  of  information.  The 
National  News  Council  contends  this  decision  “carries  pre¬ 
trial  discovery  into  new  ground — that  of  permitting  inquiry 
into  subjective  aspects  of  the  defendants’  state  of  mind.” 

The  Council  further  noted  the  judge’s  order  to  a  defendant 
ordering  him  to  respond  to  pre-trial  questions:  “The  pub¬ 
lisher’s  opinions  and  conclusions  with  respect  to  veracity, 
reliability,  and  the  preference  of  one  source  of  information 
or  another  are  clearly  relevant.  It  is  no  answer  for  the  de¬ 
fendants  to  say  that  they  accurately  repeated  the  words  of 
certain  of  their  interviewees,”  the  court  said. 

As  stated,  the  threat  to  the  editorial  process  is  obvious  in 
these  contentions.  It  was  inevitable  that  ways  would  be 
sought  to  circumvent  the  Supreme  Court’s  liberalization  of 
the  libel  laws.  It  appears  the  Supreme  Court  may  eventually 
have  to  decide  this  one  too. 


The  Oldest  Publishers  and  Advertisers 
Newspaper  m  America 

With  which  have  been  merged  The  Journalist  estab¬ 
lished  March  22.  1884  Newspaperdom  established 
March  1892  the  Fourth  Estate  March  1.  1894  Editor  & 
Publisher.  June  29  1901.  Advertising.  January  22. 
1925 
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Martha,  has  the  paper 


Our  First  President  was  some  kind  of 
an  old  crank  when  it  came  to  newspa¬ 
pers.  He  didn’t  much  care  for  the  kind  of 
trivia  they  printed  but,  dammit,  he 
wanted  them  delivered  while  they  were 
fresh. 

He  got  annoyed  when  printers 
“crowded”  him  with  their  papers  and 
ordered  his  free  subscription  cancelled. 

But  for  all  of  his  lamentations  about 
the  press,  George  Washington,  as  a  gen¬ 
eral  of  the  armies  and  president  of  the 
young  nation,  respected  the  informa¬ 
tional  function  of  newspapers.  Soon  after 
his  inauguration  he  appealed  to  the  Con¬ 
gress  to  provide  free  distribution 
newspapers  through  the  postal  service. 

Perhaps  our  39th  President,  Jimmy 
Carter,  might  be  pleased  to  know  that  his 
predecessor  from  Virginia  took  quill  in 
hand  in  1790  to  deplore  the  manner  in 
which  eastern  Establishment  editors 
were  poisoning  the  minds  of  the  southern 
people. 

A  diversity  of  interests  in  the  Union  is 
not  denied,  Washington  wrote  to  his 
friend,  David  Stuart,  but  “it  is  to  be 
lamented  that  the  Editors  of  the  different 
Gazettes  in  the  Union  do  not  more  gen¬ 
erally,  and  more  correctly  (instead  of 
stuffing  their  papers  with  scurrility  and 
nonsensical  declamation,  which  few 
would  read  if  they  were  apprised  of  the 
contents)  publish  the  debate  in  Congress 
on  all  great  national  interests,  and  this 
with  no  uncommon  pains,  everyone  of 
them  might  do”  ...  to  the  end  that  “full 
public  discussion  of  differences  affords 
the  best  data  for  judgment.” 

Before  he  took  the  office  of  the  Presi¬ 
dency,  Washington  wrote  to  the  Secre¬ 
tary  for  Foreign  Affairs  of  the  Confedera¬ 
tion,  “it  is  to  be  lamented  that  a  new 
arrangement  in  the  Post  Office,  unfavor¬ 
able  to  the  circulation  of  intelligence, 
should  have  taken  place  at  the  instant 
when  the  momentous  question  of  a  gen¬ 
eral  Government  was  to  come  before  the 
People.” 

Washington  ascribed  the  change  from 
stagecoach  to  horseback  delivery  of 
newspapers  to  the  postmaster  general’s 
inveterate  enmity  against  “a  valuable  in¬ 
stitution.”  His  letter  continued,  “The 
old  custom  of  permitting  Printers  to  ex¬ 
change  papers  free  by  mail  was  a  great 
public  convenience  and  gratification  .  .  . 

(In  the  debate)  the  enemies  of  the  Con¬ 
stitution  would  now  deal  out  scandals 
and  excite  jealousies  by  inducing  a  belief 
that  the  suppression  of  intelligence,  at 
that  critical  juncture,  was  a  wicked  trick 
of  policy,  contrived  by  an  Aristocratic 
Junto.” 

Again  on  the  subject  of  free  distribu¬ 
tion  of  newspapers  and  other  periodicals, 
Washington  wrote  to  Congress:  “You 
will  not  forget  that  the  purpose  of  busi- 
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ness  and  Society  may  be  vastly  pro¬ 
moted  by  giving  cheapness,  dispatch  and 
security  to  communications  through  the 
regular  Posts.  1  need  not  say  how  satis¬ 
factory  it  would  be,  to  gratify  the  useful 
curiosity  of  our  citizens  by  the  con¬ 
veyance  of  News  Papers  and  periodical 
Publications  in  the  public  vehicles  with¬ 
out  expense.” 

The  stern  leader  on  a  white  horse  who 
led  the  Revolutionary  Army  to  victory 
insisted  that  his  generals  use  the  news¬ 
papers  to  give  wide  publicity  on  any  of¬ 
ficer  who  was  cashiered.  He  also  ordered 
that  ads  be  run  to  advise  absentees  to 
report  to  their  companies  or  be  consid¬ 
ered  deserters. 

When  a  Baltimore  newspaper  colum¬ 
nist  ran  a  paragraph  suggesting  that 
Washington  was  guilty  of  impropriety  in 
accepting  some  Maltese  asses  and 
Chinese  pheasants  from  the  Marquis  de 
Lafayette,  he  took  offense.  They  weren’t 
presents  to  him,  he  insisted  in  a  letter  to 
James  McHenry  of  Baltimore,  and  the 
“paragraphist”  left  the  wrong  impres¬ 
sion. 

What  concerned  Washington  most  was 
that  the  item  would  be  “picked  up”  in 
British  and  French  Gazettes,  and  the 
“Marquis  will  entertain  a  queer  idea  of 
it.” 

Back  home  in  Mount  Vernon,  Martha 
Washington  was  complaining  to  George 
about  all  of  the  household  chores.  He 
wrote  to  Nathaniel  Ramsey  in  Baltimore 
and  asked  him  to  place  a  want  ad  in  the 
Federal  Gazette  and  Baltimore  Adver¬ 
tiser  for  “a  competent  housekeeper  at 
$150  per  annum,  or  in  place  of  a  house¬ 
keeper  a  house  steward  to  act  as  butler.” 

“Mrs.  W,”  he  wrote,  “is  greatly  dis¬ 
turbed  and  fatigued  from  the  want  of 
such  a  character  as  I  am  inviting.” 

Washington’s  grousing  about  the  ir¬ 
regularity  of  newspaper  delivery  began 
while  he  was  in  military  service.  He 
complained  to  Clement  Biddle  that,  “1 
am  a  subscriber  to  Messrs.  Dunlop  & 
Claypoole’s  Packet  &  daily  Advertiser, 
but  1  do  not  get  one  paper  in  five  of  them, 
was  I  to  say  one  of  10  1  should  be  nearer 
the  mark.”  He  had  written  to  Clay  but  he 
never  replied  “and  since  I  have  been 
worse  served.” 

To  Mathew  Carey  who  was  starting  a 
new  paper  in  Philadelphia  in  1785, 
Washington  wrote:  “It  has  so  happened 
that  New  York  Gazettes  from  Philadel¬ 
phia  whether  from  inattention  at  the 
printing  or  postoffices  or  other  causes, 
come  very  irregularly  to  my  hands.  1 
have  sometimes  suspected  that  there  are 
persons  who  having  stronger  desires  to 
read  Newspapers  than  to  pay  for  them, 
borrow  with  a  pretty  heavy  hand.” 

Clenching  his  wooden  teeth, 
Washington  scrawled  a  note  to  Biddle 


come  yet? 


again  in  reference  to  Messrs.  Dunlop  & 
Claypoole:  “1  think  myself  soungenteely 
treated  by  them  that  1  never  mean  to  take 
another  of  their  Gazettes.” 

But  Biddle  apparently  got  some  action 
because  Washington  rushed  off  this 
thank-you  note:  “Since  your  last  confer¬ 
ence  with  Dunlop  &  Claypoole,  their 
Advertiser  has  come  to  hand  regularly.  I 
am  content  therefore  to  have  it  con¬ 
tinued.” 

Washington  inquired  about  a  new 
newspaper  from  Baltimore:  “Does  it 
come  under  the  description  of  a  Demo¬ 
cratic  paper?  Or  what  is  its  character  & 
reputation?” 

In  time  every  printer  in  the  Colonies 
began  sending  samples  of  their  papers  to 
the  Squire  of  Mount  Vernon.  He 
acknowledged  an  offer  from  the  Rev. 
Joseph  Eckley  to  send  him  the  Boston 
Independent  Chronicle  but  turned  it 
down  saying  his  “avocations  are  so 
numerous”  he  rarely  found  time  to  look 
into  Gazettes  after  they  arrived. 

Finally  Washington  wrote  to  friend 
Biddle:  “I  have  such  a  number  of  Gazettes 
upon  me  (many  without  orders)  they  are 
not  only  expensive,  but  really  useless. 
When  I  do  attempt  to  read  them,  1  find 
them  more  troublesome  than  Profit¬ 
able.”  He  cancelled  the  paid  subscrip¬ 
tions  because  his  expenses  “run  high.” 

(Source:  “The  Writings  of  George 
Washington,’’  published  by  Greenwood 
Press,  Westport,  Conn.  1939,  reprinted 
1970). 

• 

Corrections 

The  report  in  the  December  25  E&P 
on  the  new  local  Sunday  magazine  being 
published  by  the  Murfreesboro  (Tenn.) 
News  Journal  had  an  erroneous  head¬ 
line.  Accent  is  a  magazine  as  the  story 
says,  not  an  advertising  supplement  as 
stated  in  the  headline. 

)f(  9|C  3lC 

In  the  listing  of  non-daily  newspapers 
sold  during  1976  (E&P,  January  8)  add 
the  following  transactions: 

Dayton  (Wash.)  Chronicle,  2,400  cir¬ 
culation.  Buyer:  Mr.  and  Mrs.  Rick 
Heiberg.  Seller:  Mrs.  Harry  Ringhand. 

Dove  Creek  (Colo.)  Press  and  San 
Juan  Record,  Monticello,  Utah.  Buyer: 
James  V.  Shannon  and  Gertrude  S. 
Shannon.  Seller:  Miles  and  Jane  Turn- 
bull.  Broker:  Marion  R.  Krehbiel. 

*  ^ 

Under  the  NYWICI  Matrix  Awards 
(E&P,  December  25),  nominations  and 
requests  for  information  should  go 
to  Mary  Andrews  Ayres,  not  to  Joan 
Lipton.  The  address  is  SSC&B  Inc.,  1 
Dag  Hammarskjold  Plaza,  NY.,  N.Y. 
10017. 
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It’s  the  only  New  York  daily  newspaper  with  a 
circulation  increase  for  the  last  quarter  of  1976! 

869,813  daily*  1  j476|603 Sunday* 

( 1975-851 , 1 74  dai  ly  )  ( 1975-1 ,470, 7 1 9  Su  nday ) 


•bstinwie  sut>ieci  to  ABC  audit 


And  why  not? 

The  New  York  Times  is  the  only  New  York  daily  newspaper 
that’s  giving  you  more  of  what  you  want! 

•  The  Living  Section  on  Wednesday 

•  The  Weekend  Section  on  Friday 

•  New  special  suburban  sections  on  Sunday 

•  Wider  columns  for  easier  reading 

•  Livelier  writing  for  brighter  reading 

•  Expanded  and  improved  business  news  coverage 

•  A  brighter,  shinier  New  York  Times  Magazine  ^ 
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i  coverage 
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Higher  sales,  ad  outlays 
forecasted  by  retailers 


By  John  Consoli 

The  outlook  for  retailing,  according  to 
its  industry  leaders,  is  bright  with  sales 
increases  during  the  next  decade  ex¬ 
pected  to  run  well  above  the  rate  of  infla¬ 
tion. 

What  this  means  for  newspapers  is 
simply  that  the  retail  industry  will  have 
more  dollars  available  to  spend  on  adver¬ 
tising,  since  ad  budgets  are  usually  based 
on  store  volume. 

Speaking  before  a  recent  National  Re¬ 
tail  Merchants  Association  luncheon, 
Edward  W.  Carter,  chairman  of  Carter 
Hawley  Stores  predicted  that  retail  sales 
and  profits  in  the  United  States  will  dou¬ 
ble  by  1985. 

“I  believe  sales  increases  will  average 
9%  as  compared  with  V/i%  during  the 
prior  10  years,”  Carter  said.  “Adjusting 
this  estimate  for  6%  inflation,  I  expect 
real  growth  to  average  3%  annually  com¬ 
pared  to  during  the  past  decade.” 

NRMA  President  James  Williams 
forecasts  a  9.4%  retail  sales  increase  for 
the  first  quarter  and  a  12.2%  increase 
during  the  second  quarter,  while  Joseph 
Ellis,  vicepresident  of  investment  re¬ 
search  at  Goldman  Sachs  sees  an  8-10% 
sales  hike  for  general  merchandise  dur¬ 
ing  the  first  quarter  and  an  increase  of 
10%  or  more  in  the  second  quarter. 

These  projections  are  for  the  retail 
industry,  as  a  whole.  There  are  many 
retailers  that,  on  an  individual  basis  will 
exceed  these  projections. 

The  S.S.  Kresge  Co.,  parent  of  K  mart 
discount  stores,  recorded  a  24%  sales  in¬ 
crease  in  December  and  for  the  1 1 
months  ending  December  29,  showed  a 
23.2%  sales  increase  over  a  comparable 
period  in  1975. 

For  the  first  quarter  of  1977,  a  Kresge 
spokesman  said  the  company  is  looking 
for  a  sales  increase  of  25%.  For  the  entire 
year  1977,  Kresge,  which  recently  be¬ 
came  the  second  largest  retailer  based  on 
sales  volume  (behind  Sears),  is  anticipat¬ 
ing  an  18%-20%  sales  hike  with  8%-10% 
of  that  coming  from  comparable  store 
sales. 

Total  S.  S.  Kresge  sales  are  expected 
to  reach  $9  billion  for  the  year  1977, 
when  the  chain  expects  to  open  an  addi¬ 
tional  130  K  mart  stores  to  boost  its  total 
to  1336. 

How  will  newspapers  benefit?  K  mart 
plans  to  spend  in  excess  of  $200  million 


on  newspaper  advertising  in  1977,  as 
newspapers  continue  to  be  the  dominant 
force  of  parent  S.S.  Kresge’ s  advertising 
program.  Any  new  markets  the  chain  en¬ 
ters  to  open  a  new  store  during  1977,  will 
get  almost  a  100%  newspape'r  advertising 
campaign,  a  chain  spokesman  said. 

“When  opening  stores  in  markets 
where  we  have  existing  stores  already 
using  newspapers  to  a  maximum,  we  will 
then  supplement  with  radio  and  tv,”  he 
said.  Radio  will  also  be  used  in  markets 
where  newspapers  do  not  cover  the 
fringe  areas. 

Kresge  is  not  the  only  major  retailer 
that  is  proceeding  on  a  maximum  chain¬ 
wide  expansion  program.  Dayton  Hud¬ 
son  Corporation,  which  operates  a  large 
number  of  department  stores,  discount 
stores  and  specialty  apparel  stores,  pro¬ 
jects  a  retail  capital  investment  of  about 
$1(X)  million  in  1977.  Of  that  total,  $83 
million  will  be  in  capital  expenditures 
and  $17  million  in  new  lease  obligations, 
according  to  Richard  Schall,  executive 
vicepresident. 

Dayton-Hudson  plans  to  open  at  least 
six  Target  discount  stores,  one  Hudson’s 
and  one  Dayton’s  department  store  and 
some  50  specialty  stores — in  all  more 
than  one  million  square  feet  of  retail 
space. 

Dayton  Hudson  President  William 
Andres  said  expansion  plans  for  the 
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1977-1981  period  call  for  $475  million  in 
retail  capital  expenditures  and  $85  mil¬ 
lion  in  new  lease  obligations.  “We  expect 
to  add  about  400  stores  including  19  de¬ 
partment  stores,  41  low-margin  stores 
and  339  specialty  stores  for  an  increase 
of  more  than  7  million  square  feet  of  re¬ 
tail  space  by  the  end  of  1981,”  he  said. 

Heck’s,  a  regional  discount  chain 
based  in  Charleston,  West  Virginia,  has 
scheduled  10-12  store  openings  in  1977 
and  12-14  more  in  1978.  The  chain  cur¬ 
rently  operates  54  discount  stores. 
Another  regional  discounter,  Jamesway, 
has  announced  it  will  open  14  new  stores 
over  the  next  two  years. 

Last  year  (1976)  proved  to  be  a  strong 
year  for  some  retailers  and  a  soft  one  for 
others,  depending  on  what  part  of  the 
country  the  store  was  located  in.  It  was 
basically  a  year  of  regional  variation, 
with  stores  in  the  Midwest  and  South — 
or  the  Sun  Belt — doing  exceptionally 
well,  while  stores  on  the  West  Coast, 
Florida,  New  England  and  New  York 
having  softer  sales,  in  most  cases. 

Heck’s  and  Pamida,  the  later  a  reg¬ 
ional  chain  headquartered  in  Omaha, 
Nebraska  and  operating  franchised  Gib¬ 
son  stores  throughout  the  Midwest,  both 
expect  to  end  the  fiscal  year  (Jan.  31) 
with  sales  increases  of  better  than  20%. 
For  1977,  Heck’s  projects  a  15%  volume 
increase. 

On  the  other  hand  Zayre,  with  a  large 
number  of  stores  in  New  England  and 
Florida,  showed  only  a  7.8%  sales  in¬ 
crease  for  the  1 1  months  ending  De¬ 
cember  31. 

Long  Island  (N.Y.)  based  Masters, 
( Continued  on  page  49) 

by  Vic  Cantone 


Adamson  names 
2  who  hired  him 
to  kiii  Boiies 

John  Adamson,  confessed  bomb  killer 
of  Arizona  Republic  reporter  Don  Bolles 
provided  statements  this  week  linking  2 
men.  one  a  prominent  Arizona  building 
contractor,  with  the  June  2,  1976  atroc¬ 
ity. 

Statements  by  Adamson  about  2  other 
crimes  were  ordered  sealed  as  court 
exhibits  until  a  later  date. 

Adamson,  33,  pleaded  guilty  to 
second-degree  murder  January  15  at  a 
preliminary  hearing  in  Tucson.  This  pro¬ 
cedure  serves  the  same  purpose,  in 
Arizona,  as  a  grand  jury  proceeding  at 
which  an  information  is  filed. 

An  affidavit  filed  in  Superior  Court 
said  Adamson,  Max  Anderson  Dunlap, 
47,  Phoenix  and  Lake  Havasu,  Ariz. 
contractor,  and  James  Robison,  plumber 
and  friend  of  Adamson,  plotted  to  kill 
Bolles,  State  Attorney  General  Bruce 
Babbitt  and  Al  Lisanetz,  a  former 
employe  of  Kemper  S.  Marley,  wealthy 
Arizona  liquor  distributor. 

No  charges  were  filed  against  Marley. 
Authorities  refused  to  comment  on  Mar- 
ley's  alleged  involvement  or  to  say 
whether  any  charges  against  him  are 
planned. 

According  to  the  affidavit.  Adamson 
said  he  was  to  be  paid  $50,(K)0  for  the  3 
erasures. 

Dunlap  and  Robison  were  arrested  the 
day  Adamson  stood  before  Superior 
Court  Judge  Ben  Birdsall  in  Tucson  stat¬ 
ing: 

“On  June  2,  1976,  at  the  Hotel  Claren¬ 
don  parking  lot  in  Phoenix,  1  placed  a 
bomb  containing  dynamite  under  the 
vehicle  of  Mr.  Bolles  with  the  express 
purpose  of  killing  him." 

Bolles  was  critically  injured  when  the 
blast  ripped  the  floor  section  of  his  car. 
He  died  in  a  hospital  1 1  days  later. 

Under  an  agreement  reached  with  pro¬ 
secutors,  Adamson,  a  dog  breeder  and 
intimate  of  high-level  businessmen  and 
politicians,  Adamson  pleaded  guilty  to 
second-degree  murder  on  terms  (48-to-49 
years  in  prison)  under  which  he  will  not 
be  eligible  for  parole  until  he  serves  20 
years  and  2  months  in  jail.  Formal  sen¬ 
tencing  will  await  conclusion  of  his  tes¬ 
timony. 

Judge  Birdsall  ruled  January  19  to  ac¬ 
cept  Adamson's  plea.  He  will  be  sen¬ 
tenced  to  prison  for  48-49  years  with 
a  provision  that  he  serve  20  years  2 
months. 

Lisanetz  has  sent  scores  of  letters  to 
Arizona  newspapers,  including  the 
Phoenix  daily  for  which  Bolles  was  a 
longtime  investigative  reporter,  charging 
that  Marley  was  the  mastermind  of  a 
huge  crime  syndicate.  Arizona  tv  sta¬ 
tions  have  also  received  letters. 
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In  the  information  Adamson  gave,  he 
said  that  Dunlap  made  arrangements 
with  him  for  the  murder  of  Bolles  and 
paid  him  S5.000  in  cash  5  days  after 
Bolles'  car  was  bombed.  The  informa¬ 
tion  related  that  Marley  has  been  Dun¬ 
lap's  chief  financial  backer  in  his  con¬ 
tracting  and  land  business  in  Arizona. 
Adamson  named  Robison  as  the  man 
who  actually  detonated  the  bomb  that 
killed  Bolles. 

Marley  was  the  largest  single  con¬ 
tributor  to  the  successful  1974  campaign 
of  Arizona's  Democrat  Gov.  Raul  Cas¬ 
tro.  He  gave  Castro  $19,000.  His  daugh¬ 
ter  contributed  another  $5,000. 

Soon  after  his  election,  Castro  an¬ 
nounced  the  appointment  of  Marley  to 
the  state  racing  commission. 

Bolles  wrote  a  multi-part  series  on 
Marley  and  told  of  his  connection  with 
the  State  Fair  Commission,  which  was 
involved  in  scandal  during  his  tenure  as 
racing  commissioner. 

Bolles  series  included  an  expose  of 
Emprise  Corp.,  nationwide  sports  con¬ 
cessionaire,  and  its  alleged  connection 
with  mob  syndicate  interests.  Individuals 
and  the  corporation  were  convicted  of 
federal  charges  linked  with  concession 
operations  at  Arizona  dog-racing  tracks 
at  which  Marley  owned  the  liquor  con¬ 
cessions. 

The  Emprise  disclosures  led  to  a  com¬ 
promise  in  which  Marley  was  appointed 
and  confirmed  to  the  racing  commission 
but  resigned  5  days  later. 

Later,  after  the  resignation,  the  com¬ 
mission  ordered  Emprise  to  cancel  its 
interests  in  the  Arizona  racetracks  within 
2  years. 

Adamson,  continuing  with  the  infor¬ 
mation,  said  he  had  lured  Bolles  to  the 
Hotel  Clarendon  in  Phoenix  on  a  false 
news  tip.  He  said  he  told  Bolles  not  to 
inform  anyone  where  he  was  going. 

But  Bolles  left  a  note  in  his  typewriter 
that  he  was  to  meet  Adamson.  Bolles 
received  a  phone  call  at  the  hotel  that 
Adamson  could  not  make  it  to  the  meet¬ 
ing.  The  reporter  returned  to  his  car 
where  the  bomb  was  activated  by  radio 
control.  Adamson  said. 

Adamson  said  he  told  a  Phoenix  attor¬ 
ney  that  he  murdered  Bolles  and  also 
said  he  was  ordered  to  murder  Lisanetz. 
He  did  not  at  that  time  disclose  Babbitt's 
name  as  one  of  his  potential  victims. 

The  lawyer  called  Phoenix  police  and 
related  Adamson's  story.  Adamson  then 
was  arrested. 

Hje  told  Judge  Birdsall's  court  that  this 
move  was  to  insure  that  the  people  who 
hired  him  would  go  through  with  their 
promises. 

Besides  his  disclosures  regarding  Em¬ 
prise,  Bolles  had  been  investigating  re¬ 
ports  of  land  fraud  and  corruption  in 
Arizona.  His  murder  shocked  the  nation 
as  well  as  the  journalism  profession  and 
led  to  investigative  reporters  across  the 
nation  helping  the  Arizona  Republic  and 


Justice  Dept, 
probes  Murdoch’s 
N.Y.  acquisitions 

Rupert  Murdoch's  acquisition  of  the 
Villaf’e  Voice,  10  days  after  he  finalized  a 
deal  to  acquire  the  New  York  Post,  is 
under  investigation  by  the  Justice  De¬ 
partment  for  possible  violation  of  federal 
anti-trust  laws. 

The  New  York  field  office  of  the  Jus¬ 
tice  Department's  anti-trust  division  con¬ 
firmed  (January  19)  that  it  is  conducting  a 
preliminary  inquiry  into  the  acquisition 
to  see  if  it  is  a  violation  of  Section  7  of 
the  Clayton  Act  which  prohibits  mergers 
or  acquisitions  that  result  in  the  forming 
of  a  monopoly. 

Bemie  Wehrman,  who  heads  the  New 
York  field  office,  said  the  acquisition  is 
being  routinely  investigated  and  no  as¬ 
sumption  should  be  made  that  it  violated 
any  laws. 

“We  are  conducting  a  preliminary  in¬ 
quiry  under  Section  7  of  the  Clayton 
Act — a  civil  statute — which  prohibits  ac¬ 
quisitions  by  one  corporation  of  the 
stock  or  assets  of  another  when  the  ef¬ 
fect  of  that  acquistion  may  be  to  substan¬ 
tially  lessen  competition  or  tend  to  create 
a  monopoly  in  any  field  of  commerce  in 
any  part  of  the  country,''  said  Wehrman. 
“This  type  of  acquisition  is  a  significant 
event  for  this  part  of  the  country  and  in  a 
market  such  as  New  York,  we  routinely 
examine  such  acquisitions,"  he  said. 

Wehrman  said  the  Justice  Department 
also  investigated  the  last  big  merger  by 
newspapers  in  New  York  City  was  when 
the  Herald  Tribune,  Journal  American 
and  World  Teleprani  &  Sun  merged  in 
the  early  1960's. 

Murdoch  acquired  majority  stock  con¬ 
trol  of  New  York  Magazine  Co.  which 
includes  the  Village  Voice,  New  York 
Magazine  and  New  West  Magazine  ear¬ 
lier  this  month.  The  takeover  attempt 
was  initially  blocked  by  a  temporary 
court  order  obtained  by  New  York 
Magazine  editor  Clay  Felker.  but  Felker 
and  Murdoch  reached  an  out-of-court 
settlement  and  the  court  lifted  the  re¬ 
straining  order. 

The  acquisition  of  New  York 
Magazine  by  Murdoch  was  not  seen  by 
the  Justice  Department  as  a  possible  vio¬ 
lation  of  the  Clayton  Act. 

Wehrman  said  the  inquiry  could  take 
up  to  two  months,  depending  on  the 
cooperation  received  from  those  in¬ 
volved. 

Arizona  Gazette  carry  on  the  investiga¬ 
tion  Bolles  launched  several  years  ago. 

Dunlap,  47,  and  Robison.  54,  were  to 
appear  for  a  preliminary  hearing  January 
24  on  charges  of  first-degree  murder  of 
the  reporter  and  conspiracy  to  commit 
first-degree  murder.  They  are  being  held 
without  bond. 
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Tarver  nominated 
to  succeed  Miller 
as  AP  chairman 

Jack  W.  Tarver,  publisher  of  the  At¬ 
lanta  Journal  and  Constitution  and  pres¬ 
ident  of  the  Southern  Newspaper  Pub¬ 
lishers  Association,  will  succeed  Paul 
Miller  as  chairman  of  the  Associated 
Press  in  April  under  procedures  ap¬ 
proved  at  a  board  of  directors  meeting 
January  13  in  Palm  Springs,  California. 

Miller,  chairman  of  the  board  of  Gan¬ 
nett  Co.,  Inc.,  has  been  AP  chairman 
since  January,  1963. 

Tarver  will  be  nominated  and  elected 
as  chairman  at  a  board  meeting  in  San 
Francisco  just  before  the  annual  mem¬ 
bership  meeting  April  25.  Miller  con¬ 
tinues  to  serve  as  a  director,  being  re¬ 
elected  in  1975  to  a  three-year  term. 

Tarver,  59,  a  native  of  Savannah, 
Georgia  left  Mercer  University  in  Ma¬ 
con,  Georgia  in  1938  with  a  bachelors 
degree  in  Journalism  and  worked  briefly 
on  the  weekly  Vidalia  {G'd.)  Advance  and 
started  his  own  weekly,  the  Tombs 
County  Democrat  in  Lyons.  In  1940,  he 
became  associate  editor  of  the  Macon 
Evening  News  and  editor  a  year  later. 

Moving  to  the  Atlanta  Constitution  as 
associate  editor  in  1943,  Tarver  worked 
closely  with  the  late  editor  Ralph  McGill. 

In  1950  after  the  Constitution  and  the 
afternoon  Journal  merged.  Tarver  be¬ 
came  assistant  to  the  president  of  Atlanta 
Newspapers  Inc.  and  general  manager 
from  1952-69.  He  was  named  a  vice  pres¬ 
ident  in  1956  and  was  president  from 
1957-75.  He  is  now  both  publisher  of  the 
Journal  and  Constitution  and  vice  chair- 
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Paul  Miller 

man  of  Cox  Enterprises,  the  holding 
company  for  the  James  M.  Cox  proper¬ 
ties. 

Miller  worked  for  AP 

Miller,  now  70,  is  the  first  former  AP 
employe  to  be  named  to  the  news  ser¬ 
vice's  board.  His  journalism  career 
began  when  he  was  18  and  worked  for 
Oklahoma  newspapers  in  Pawhuska, 
Stillwater,  Guthrie,  Okemah  and  Ok¬ 
lahoma  City.  Miller  joined  the  As¬ 
sociated  Press  at  Columbus,  Ohio,  in 
1932  as  night  filing  editor.  His  assign¬ 
ments  subsequently  included  chief  of 
bureau  in  Salt  Lake  City,  Philadelphia 
and  Washington,  where  he  also  was 
named  an  assistant  general  manager. 

In  1947,  Miller  left  AP  to  join  Gannett 
as  executive  assistant  to  the  president, 
Frank  E.  Gannett.  In  1957,  he  became 
Gannett  president  and  chief  executive 
and  in  1970,  chairman  of  the  board. 

Fire  evacuation 

Two  Associated  Press  directors  and 
their  wives  were  among  200  guests  at  the 
Canyon  Hotel  in  Palm  Springs  forced  to 
flee  their  rooms  in  the  early  morning 
hours  January  1 1  because  of  a  third-floor 
lobby  fire. 

Arthur  Ochs  Sulzberger,  publisher  of 
the  New  York  Times,  and  his  wife  Carol, 
and  John  McClelland  Jr. ,  publisher  of  the 
Long  View  (Wash.)  Daily  News  and  his 
wife  Burdette  had  arrived  the  night  be¬ 
fore  to  attend  the  AP  board  meeting.  The 
McClellands,  whose  room  was  on  the 
third  floor,  were  evacuated  by  ladder 
from  a  balcony  where  they  sought  refuge 
from  the  smoke.  The  Sulzbergers  were 
among  guests  evacuated  from  the  second 
floor. 


Capital  Cities 
bids  $125  million 
for  KC  Star  Co. 

An  offer  to  purchase  the  stock  of  the 
Kansas  City  Star  Company  was  sub¬ 
mitted  (January  1 8)  to  stockholders  by 
Capital  Cities  Communications,  Inc., 
New  York. 

The  Star’s  stockholders  are  employes 
and  retired  employes  of  the  company  and 
their  families. 

In  a  joint  announcement  of  the  trans¬ 
action,  W.  W.  Baker,  president  of  the 
Star,  and  Thomas  S.  Murphy,  board 
chairman  of  Capital  Cities,  stated  that  in 
order  to  maintain  the  operational  au¬ 
tonomy  and  editorial  independence  of 
the  Star,  existing  management  and  staff 
of  the  Star  and  the  Times  would  be  main¬ 
tained  substantially  intact. 

The  tender  offer  is  subject  to  the  ap¬ 
proval  of  the  stockholders.  Should  the 
holders  of  at  least  75%  of  each  of  the  two 
classes  of  shares  outstanding  accept  the 
offer  of  Capital  Cities  it  would  end  the 
50-year  employee  ownership  of  the  com¬ 
pany. 

TTie  price  offered  by  Capital  Cities  is 
$125  million  for  all  of  the  outstanding 
shares.  This  is  believed  to  be  the  highest 
price  ever  paid  for  a  one-newspaper 
company.  Capital  Cities  said.  The  Star 
also  owns  the  Flambeau  Paper  Com¬ 
pany,  Park  Falls,  Wise.,  a  manufacturer 
of  fine  paper,  and  about  91%  of  Graham 
Paper  Company,  St.  Louis,  one  of  the 
largest  distributors  of  paper  products. 

Baker  said  the  seven  directors  have 
approved  unanimously  submission  of  the 
offer  to  the  stockholders  and  will  tender 
all  their  shares,  totaling  1 1%  of  the 
895,821  outstanding  shares.  The  offering 
price  will  be  $139.54  a  share,  which  is 
double  the  estimated  book  value. 

The  purchase  offer  will  remain  open 
for  15  days,  unless  extended.  The  (Col¬ 
umbia  Union  National  Bank  of  Kansas 
City  has  been  named  as  depository  to 
accept  the  tenders. 

Vincent  J.  Manno,  newspaper  broker, 
acted  as  a  consultant  to  Capital  Cities  in 
the  transaction. 

As  of  December  the  Star  company  and 
its  subsidiaries  had  more  than  2,5(X)  full¬ 
time  employes. 

The  latest  financial  statement  of  Capi¬ 
tal  Cities,  covering  the  first  nine  months 
of  1976,  showed  net  earnings  of  $25.2 
million  on  revenues  of  $  i53.9  million.  As 
of  September  30,  it  had  cash  of  $64.0 
million  and  a  net  worth  of  $213.3  million. 

The  Star's  latest  report,  filed  with  the 
Securities  and  Exchange  Commission, 
showed  net  earnings  of  $4.3  million  on 
revenues  of  $135.4  million  for  the  nine 
months  ended  September  30.  The  net 
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Gilmore’s 

execution 

detailed 

Gary  Mark  Gilmore:  dead  or  alive? 
Readers  of  newspapers  in  the  morning 
on  the  East  Coast  wouldn’t  have  known 
the  answer  to  that  one  if  they  just  picked 
up  a  newspaper  on  January  17.  “Gilmore 
to  Live  10  Days  Longer  .  .  .  Death  Pen¬ 
alty  Foes  Stall  Doom,”  read  the  page  1 
headline  in  the  New  York  Daily  News’ 
final  edition. 

A  News  executive  admitted  that  the 
News  “just  couldn’t  keep  up  with  the 
news”  that  morning.  The  New  York 
Times  and  the  Washington  Post  noted 
that  Gilmore  was  set  to  die. 

Lawrence  Schiller,  40,  president  of 
New  Ingot,  Inc.,  of  Los  Angeles,  gave 
reporters  the  only  solid  account  of  the 
execution.  Schiller  signed  Gilmore  and 
relatives  to  a  $120,000  contract  after 
“ingratiating”  himnself  with  Gilmore’s 
uncle.  Although  ABC  has  bowed  out 
from  an  offer  to  buy  movie  rights,  the 
freelancer  has  arranged  with  Playboy  to 
write  an  account  of  Gilmore’s  last  days 
in  collaboration  with  Barry  Farrell, 
former  Life  staffer,  whose  byline  ap¬ 
peared  with  Schiller’s  in  newspaper  ac¬ 
counts  this  week. 

Schiller  has  been  a  free-lancer  since  he 
was  14.  His  photos  and  stories  have  ap¬ 
peared  in  several  magazines,  including 
Life,  Saturday  Evening  Post  and  Playboy. 

Among  his  feats  are  acquiring  and  sell¬ 
ing  to  Playboy  for  $25,000  the  rights  to 
the  last  nude  photos  of  Marilyn  Monroe; 
buying  for  $10,000  the  negative  of  Lee 
Harvey  Oswald  shooting  in  Dallas;  a 
bedside  interview  with  a  dying  Jack 
Ruby;  and  a  prison  interview  with  Susan 
Atkins  in  which  she  confesses  to  killing 
Sharon  Tate  and  others  in  the  Manson 
episode. 

The  Salt  Lake  Cits’  Tribune  and  KU-tv 
in  Salt  Lake  City  had  each  filed  a  petition 
in  Federal  Court  seeking  that  the  Gil¬ 
more  execution  be  open  to  the  press. 
And  the  Associated  Press  filed  an 
“amicus  curie”  brief  supporting  the 
Tribune  and  tv  station’s  move.  How¬ 
ever.  the  judge  turned  down  the  petition. 

(The  U.S.  Supreme  Court  postponed 
the  scheduled  execution  on  January  19  of 
Jerry  Jurek  in  Huntsville,  Texas,  until 
the  Court  can  consider  his  formal  appeal. 
In  requesting  an  execution  delay.  Jay 
Topkis,  a  N.Y.  lawyer,  said  that  Jurek 
wanted  to  challenge  his  conviction  on 
four  constitutional  rights.  One  of  these 
rights  was  that  the  court-ordered  televis¬ 
ing  of  his  execution  was  not  “consistent 
with  evolving  standards  of  decency.”  On 
January  3,  a  U.S.  District  Court  issued  a 
temporary  injunction  prohibiting  the 
State  of  Texas  from  barring  reporters 
who  want  to  view  and  film  an  execution 
12 


(E«&P,  January  8). 

If  Richard  Gibbs — a  former  Gilmore 
cellmate  who  had  been  one  of  Gilmore’s 
choices  as  a  guest  at  the  execution — had 
not  been  arrested  the  week  before  on  a 
rape  charge  in  Boulder,  Colo.,  he  might 
have  been  able  to  provide  an  account  of 
the  execution.  The  Chicago  Daily 
News-Snn  Times  wire  service  in  connec¬ 
tion  with  newspaper  publisher  Rupert 
Murdoch  had  made  arrangements  to 
offer  clients  at  a  special  price  Gibb’s 
exclusive  eyewitness  account  of  the 
execution. 

United  Press  International  sent  a 
photographer  up  in  a  helicopter  to  get 
shots  of  Gilmore  walking  to  his  death 
site. 

No  reporters  were  allowed  to  witness 
the  firing  squad  execution  at  the  Utah 
State  Prison.  Approximately  300  repor¬ 
ters  and  cameramen  were  kept  outside  of 
the  death  scene  to  await  word  by  phone. 
Two-thirds  of  the  media  people  were  in  a 
training  room  measuring  50  feet  by  20 
feet.  The  rest  were  outdoors  watching 
developments. 

Two  hundred  reporters  and  camera¬ 
men  had  parked  in  the  prison  parking  lot 
all  night  for  a  “death  watch.”  There 
were  hourly  bulletins.  Sunday  evening  at 
6  the  prison  grounds  had  been  sealed  off; 
the  rest  of  the  press  got  in  after  6  a.m. 
Monday. 

“The  general  feeling  in  the  training 
room  (just  before  execution)  was  a  very 


anxious  one,”  said  Corey  Peterson,  re¬ 
porter  for  the  Deseret  News.  “We  still 
didn’t  know  if  it  was  going  to  happen.” 

Twice  before,  Gilmore’s  death  was 
stayed  by  court  orders  at  the  last  mo¬ 
ment,  and  members  of  the  press,  as  well 
as  prison  officials,  were  anxious,  reports 
go,  that  “the  event,”  as  the  first  execu¬ 
tion  since  1967  was  called,  would  take 
place. 

“Leave  it  to  Ritter  to  spoil  the  climax 
of  our  story,”  one  newsman  supposedly 
said  after  U.S.  District  Court  Judge  Wil¬ 
lis  Ritter  in  Salt  Lake  City  issued  another 
stay  at  1:05  a.m.  Utah  State  Attorney 
General  Robert  B.  Hanson  loaded  his 
troops  aboard  the  governor’s  plane  at 
4:30  a.m.  and  flew  500  miles  to  Denver 
and  a  meeting  of  the  U.S.  10th  Circuit 
Court  of  Appeals.  At  7:42  a.m.  reporters 
got  word  that  the  Appeals  Court  had 
overturned  Judge  Ritter’s  decision,  and 
they  scrambled  to  their  mobile  tele¬ 
phones  to  relay  this  to  editors. 

The  reporters  had  staged  an  “event” 
in  which  Ken  Shulsen,  the  warden’s  as¬ 
sistant,  was  set  to  answer  a  beige  tele¬ 
phone  before  cameras  ready  to  give  the 
signal.  When  the  phone  rang  a  few  min¬ 
utes  after  8  a.m.,  the  cameras  rolled, 
but  he  apologized,  saying  “that  was  a 
test.”  Then  the  phone  rang  again  at  8:08 
and  Shulsen  said:  “The  order  of  the 
Fourth  Judicial  Court  of  the  State  of 
Utah  had  been  carried  out.” 

( Continued  on  page  46) 


Cartoon  by  Jerry  Barnett,  Indianapolis  News. 
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Commerce  Dept,  projects 
sound  year  for  newspaper 


The  newspaper  industry  in  1977  is  ex¬ 
pected  to  continue  exhibiting  a  sound  re¬ 
covery  from  the  general  economic  down¬ 
turn  of  1974,  according  to  the  U.S. 
Commerce  Department’s  industrial  out¬ 
look  for  1977. 

Total  dollar  receipts  for  the  newspaper 
publishing  industry  increased  12%  last 
year  over  1975,  to  reach  $11.2  billion, 
according  to  Bureau  of  Domestic  Com¬ 
merce  figures.  Receipts  for  1977  are  ex¬ 
pected  to  reach  $12.8  billion  or  a  14% 
increase  over  1976. 

Advertising  revenues  for  newspapers 
will  continue  to  rise  and  by  the  end  of 
1977  are  expected  to  total  $10.5  billion  or 


States,  according  to  a  Commerce  De¬ 
partment  count.  This  represented  a  drop 
of  12%  from  1975.  The  number  of  dailies 
and  their  circulations  were  expected  to 
increase  by  1%  by  the  end  of  1976,  the 
report  states. 

The  decline  experienced  in  the  weekly 
newspaper  industry  was  more  severe 
than  that  of  the  dailies,  according  to  the 
report.  At  the  beginning  of  1976  the 
number  of  weekly  newspapers — 7,486 — 
represented  a  drop  of  126  papers  from 
those  available  at  the  beginning  of  1975. 
Circulation  of  weekly  papers  dropped 
during  1975  for  the  first  time  in  10  years. 


The  turn-around  in  the  historic  growth 
pattern  of  weekly  newspapers  is  attri¬ 
buted  to  several  factors:  some  weekly 
papers  converted  to  daily  frequency, 
marginal  publications  were  forced  out  of 
business  and  some  weeklies  merged  due 
to  rising  costs  of  materials,  labor  and 
postal  distribution. 

In  the  technological  area,  two  out  of 
three  dailies  and  at  least  nine  out  of 
every  10  weeklies  were  printed  by  offset 
in  late  1976,  according  to  the  Commerce 
Department.  The  circulations  of  daily 
papers  continued  to  be  predominately 
letterpress,  however. 

By  1980,  it  is  expected  that  every 
major  daily  newspaper  in  the  United 
States  will  be  changed  from  hot  metal 
composition  to  photo-composition  with 
plastic  plates,  or  will  fully  convert  to  off¬ 
set  production,  the  report  said. 


an  8%  increase  from  the  1976  total,  ac¬ 
cording  to  the  outlook.  This  comes  on 
the  heals  of  a  15%  rise  in  ad  revenues  to 
$9.7  billion  in  1976. 

“Advertising  in  newspapers  continues 
to  dominate  all  other  major  media  with 
almost  30%  of  the  total  dollar  share,” 
states  the  Commerce  Department  report. 
“Television,  with  the  second  largest 
share  ranked  far  behind  newspapers, 
with  almost  19%  of  the  1976  total.  Radio 
and  magazine  advertising  represented 
7%  and  5%,  respectively.” 

The  report  also  points  out  that  the 
newspaper  industry  continues  to  be  one 
of  the  largest  employing  segments  of  the 
manufacturing  industry,  placing  third 
behind  the  automotive  and  steel  indus¬ 
tries.  Total  employment  for  the  news¬ 
paper  industry  is  estimated  at  383,000  for 
1977,  a  gain  of  just  under  1%  over  1976. 

The  production  worker  total  is  esti¬ 
mated  at  166,000,  no  change  from  1976 
and  represents  43%  of  the  total  of 
employed  newspaper  personnel.  In  1967, 
production  workers  in  the  newspaper 
industry  numbers  181,000  and  made  up 
50%  of  all  employed  newspaper  person¬ 
nel.  The  production  worker  totals  will 
continue  to  decline,  the  Commerce  De¬ 
partment  report  said. 

The  newsprint  supply  situation  is 
“likely  to  be  far  better  than  in  previous 
years,"  the  Commerce  Department  re¬ 
ports,  “however,  due  to  the  conversion 
by  newsprint  mills  from  32  pound  basis 
weight  to  30  pound  basis  weight,  coupled 
with  publishers’  conversion  measures, 
future  newsprint  consumption  will 
slow.” 

The  report  states  that  various  conser¬ 
vation  measures  employed  by  newspaper 
publishers  in  their  production  opera¬ 
tions,  as  well  as  revisions  in  circulation 
practices,  have  resulted  in  an  estimated 
500,000  ton  annual  reduction  in  news¬ 
print  needs. 

At  the  start  of  1976,  there  were  1,756 
daily  newspapers  published  in  the  United 


Statewide  coverage 
aid  to  success 

By  Jane  Levere  like  to  see  more  of  and  these  topics  came 

up,”  Pye  noted. 

What  is  the  key  to  a  statewide  daily’s  The  second  level  consists  of  “aggres- 
success?  sive  pursuit  of  things  oriented  to  the  con- 

If  the  paper  is  the  Newark  (N.J.)  sumer,  in  the  broadest  sense  of  the 
Star-Ledger,  whose  circulation  jumped  term,”  said  Pye.  For  example,  several 
from  361,006  to  400,190  daily  and  years  ago  the  paper  brought  the  concept 
546,257  to  576,785  Sunday  from  1974  to  of  a  sports  complex  in  northern  New  Jer- 
1976,  it  is  quality  coverage  of  news  and  sey  to  the  public’s  attention,  a  concept 
dissemination  of  information  that  will  eventually  developed  by  the  state.  And  it 
appeal  to  readers  across  the  state.  has  been  in  the  forefront  of  current  ef- 
According  to  Mort  Pye,  editor  of  the  forts  by  the  New  Jersey  government  to 
Newhouse  morning  paper,  the  induce  moviemakers  to  return  to  the 
statewide  strategy  was  adopted  about  ten  state,  site  of  much  film-making  when  that 
years  ago,  “when  we  felt  the  need,  from  industry  was  in  its  infancy, 
the  competitive  point  of  view,  since  Stories  such  as  these  provide  “good 
there  are  over  30  dailies  in  New  Jersey,  solid  coverage  of  news  that  is  of  signifi- 
as  well  as  the  New  York  Times,  New  cance  to  people,”  Pye  commented.  "We 
York  News  and  Philadelphia  papers  in  don’t  shy  away  from  long  stories.  If 
the  south.”  readers  are  interested  in  a  certain  sub- 

“For  us  to  find  a  place  to  serve  the  ject,  then  they’ll  only  feel  satisfied  if  they 
interests  of  the  state,”  Pye  explained  re-  get  something  out  of  it.  If  you  leave  them 
cently,  “the  statewide  approach  made  hungry  for  more,  then  you  haven’t 
the  most  sense.”  served  their  purpose.” 

Since  then,  the  Star-Ledger  has  been  Circulation  growth  “the  last  couple  of 
serving  its  readers,  who  are  concentrated  years”  has  come  mostly  from  the  subur- 
in  Essex,  Morris,  Union,  Somerset,  ban  area  immediately  adjoining  Newark, 
Middlesex,  Monmouth  and  Ocean  coun-  Pye  said.  Four  separate  editions  of  the 
ties,  in  the  center  of  the  state,  with  a  paper,  Essex,  Morris,  Union-Middlesex, 
two-level  editorial  approach.  and  a  fourth  for  the  rest  of  the  state,  are 

The  first  level,  said  Pye,  consists  of  published  daily,  and  on  certain  days  of 
“good  solid  coverage  of  news  of  interest  the  week  each  contains  zoned  advertis- 
and  significance  to  people  across  the  ing. 

state.”  This  includes  extensive  coverage  Although  Pye  insists  there  has  been 
of  the  state  courts  and  state  legislature,  "no  big  promotion,  no  radical  change  in 
whose  activities  are  reported  in  an  “Ac-  packaging  or  design,”  the  Star-Ledger 
tion  in  Trenton”  section.  must  be  doing  something  right.  Its  circu- 

Also  covered,  in  depth,  are  education,  lation  increase  over  the  last  two  years 
health  and  medicine  and  the  environ-  has  made  it  the  1 5th  largest  daily  and  the 
ment.  "We  did  a  readership  survey  a  14th  largest  Sunday  paper  in  the  United 
while  back  to  see  what  our  readers  would  States. 
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Best  retail  ads  of  1976 


A  newspaper  ad  mentioning  two  of  its  retail  store  com¬ 
petitors  in  a  favorable  light,  as  well  as  promoting  the  fashion 
image  of  its  own  store,  won  Orbach’s  of  New  York  City  a 
I976  NoRMA  Award  for  retail  advertising  excellance  in 
newspapers. 

Orbach’s  captured  the  first  place  award  over  some  the 
nation’s  largest  chain  stores  in  the  over  $50  million  (vt  ime 
per  year)  category. 

Other  I976  NoRMA  first  place  award  winners  included  the 
Wm.  Hengerer  Co.  of  Buffalo,  N.Y.  Proffitt’s,  Inc.  of  Alcoa, 
Tenn.,  Yochem’s  of  Corpus  Christi,  Texas  and  Philips 
Stores  of  Omaha,  Nebraska. 

The  awards  are  co-sponsored  by  the  National  Retail  Mer¬ 
chants  Association  and  the  Newspaper  Advertising  Bureau 
and  were  presented  at  the  annual  NRMA  convention  in  New 
York  (January  It.) 

The  award  winning  Orbach’s  ad  was  prepared  by  Promo¬ 
tion  Plus,  a  division  of  Doyle  Dane  Bembach,  and  ran  in  the 
New  York  Times.  The  ad  read:  “1  buy  different  things  in 
different  stores  .  .  .  but  for  Coats  it’s  Orbach’s.” 

A  young  woman  is  pictured  in  a  mink-collared  coat  and  the 
copy  reads:  "Every  store  has  a  reputation  for  doing  some¬ 
thing  special — something  all  its  own.  And  everybody  knows 
it.”  She  says  she  bought  her  bag  from  Lord  &  Taylor  and  her 
gloves  from  Bloomingdales  .  .  .  but  her  coat  from  Orbach’s 
exclusive  line. 

The  Wm.  Hengerer  ad  won  first  place  in  the  $25-$50  mil¬ 
lion  category.  It  was  a  black  &  white  ad  that  ran  in  the 


BOLD  TECHNIQUE  of  promoting  not  only  the  attributes 
of  its  own  store  but  also  those  of  its  competitors  won  the 
first  place  award  for  Orbach's  of  New  York  City  in  the 
over  $50  million  category,  judges  termed  the  campaign 
"advertising  shock  that  dared  to  tell  the  truth  to  a 
sophisticated  market." 


WINNERS — First  prize  winners  in  the  annual  NoRMA  Award  competition  for  outstanding  newspaper  advertising  received 
their  prizes  at  the  Sales  Promotion  Session  of  the  National  Retail  Merchants  Association  convention. 

Herman  Bulling  (left)  vicepresident  for  sales  promotion,  McCurdy's^  Rochester,  N.Y.,  who  is  also  chairman  of  the 
NRMA  Sales  Promotion  Division,  presented  the  prizes,  a  silver  shopping  bag  embedded  in  lucite  to  (from  left)  Henry 
Greenberg,  president.  Philips,  Omaha,  Neb.;  Lee  Park,  vicepresident  sales  promotion,  Hengerer's,  Buffalo,  N.Y.;  John 
Yochem,  president,  Yochem's,  Corpus  Christi,  Tex.;  Harwell  Proffitt,  executive  vicepresident,  marketing,  Proffitt's,  Alcoa, 
Tenn.  and  Hy  Leder,  vicepresident,  sales  promotion,  Ohrbachs,  New  York,  N.Y.  E.  Lawrence  Goodman  (far  right)  is 
vicepresident,  department  store  sales  for  the  Newspaper  Advertising  Bureau,  Inc.  which  is  joint  sponsor  with  NRMA  of  the 

annual  competition. 

IBUYMFrERENTT11ING»INn^  ^ 

DIfTERENT  SIDRE^Sner  f 


NoRMA  Awards 
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GLASSWARE  AND  GIFTS  were  featured  in  a  promotion 
of  "Inventions,"  a  new  shop  within-a-store  type  concept 
developed  by  the  Wm.  Hengerer  Co.,  a  department 
store  chain  in  Buffalo,  N.Y.  The  ads  won  first  prize  in  the 
$25-$50  million  category,  with  the  judges  describing 
the  campaign  as  being  a  "dramatic"  one  "that  talks  to 
you"  and  one  that  "exposes  interesting  merchandise." 


step  into  the  excitement,  the  boot  look! 


NoRMA  Award  Winners — 1976 

o  Institutional  Category 

First  Prize— Philips,  Omaha,  Nebraska 
Second  Prize — Robinson’s,  Florida 
Honorable  Mentions — Freeds,  Windsor,  Ontario 
Price  Chopper, 

Saratoga  Springs,  N.Y. 

•  Over  $50  Million  Category 
First  Prize — Ohrbach’s,  New  York 
Second  Prize — B.  Altman’s,  New  York 

Wanamaker’s,  Philadelphia,  Pa. 
Honorable  Mentions — Gimbel’s,  New  'York 

Capwell’s,  Oakland,  California 
Famous  Barr,  St.  Louis,  Mo. 


FALL  FASHION  featuring  the  growing  new  "boot  look" 
and  other  fall  designs  were  promoted  in  full  page  ads 
created  in-house  by  Proffitt's  of  Alcoa,  Tennessee.  The 
campaign  won  the  first  place  award  in  the  $5-$25  mil¬ 
lion  category,  with  ads  being  commended  by  the  judges 
for  "great  fashion  identification  by  consistent  use  of  a 
format"  as  well  as  for  their  dramatization  of  new  fashion 
excitement  by  means  of  dominant  art  and  modern,  easy 
to  read  type  faces. 


Buffalo  Evening  News  and  was  part  of  an  extended  campaign 
of  promoting  a  new  in-store  concept  called  The  Invention 
Shop — a  shop  of  household  goods  and  giftware. 

The  ad  for  Wm.  Hengerer,  a  five  unit  department  store 
chain  in  the  Buffalo  market,  was  prepared  in-house.  It  was 
designed  by  David  Herring  and  the  copy  was  written  by 
Deborah  Sullivan.  Ted  Palermo  is  the  ad  manager  of  the 
chain  and  Lee  Park  is  sales  promotion  director. 

Proffitt’s  had  the  winning  entry  in  the  $5  million  to  $25 
million  category.  The  full  page,  color  ad  ran  in  the  Sunday 
Knoxville  News  Sentinel  and  was  part  of  a  fall  fashion  cam¬ 
paign. 

Richard  Helms  did  the  layout,  Leslie  Coe  and  Laurie 
Voris  wrote  the  copy  and  Julia  Martin  did  the  artwork  for  the 
ad  which  was  prepared  in-house. 

The  four  unit  chain  built  the  ad  around  the  “we  know 
(about  fashion)’’  theme.  The  results?  “Fantastic,”  said  a 
company  spokesman.  “It  sold  merchandise  and  that’s  what 
we’re  after.” 

Yochem’s,  a  one  unit  retail  furniture  operation,  captured 
first  place  in  the  under  $5  million  category.  The  winning  ad 
promoted  five  piece  modem  dining  room  table  and  chair  set. 
The  ad  was -designed  by  Debbie  Natale  of  Adams  &  May 


$25-$50  Million  Category 

First  Prize— Wm.  Hengerer,  Buffalo,  N.Y. 

Second  Prize — The  Crescent,  Spokane,  Washington 
Honorable  Mentions — Sage-Alien,  Hartford,  Conn. 

Bullock’s  Wilshire, 

Los  Angeles,  Cal. 


•  $5-$25  Million  Category 

First  Prize — Proffitt’s,  Alcoa,  Tennessee 
Second  Prize — Osmun’s,  Pontiac,  Michigan 
Honorable  Mentions — Medi-Mart,  Boston,  Mass. 

Greaterman’s,  Johannesburg, 
S.  Africa 


•  Under  $5  Million  Category 

First  Prize — Yochem’s,  Corpus  Christi,  Texas 
Second  Prize — The  Fair,  Asbury  Park,  N.J. 

Honorable  Mentions — Philips,  Omaha,  Nebraska 
Thorpe  Furs,  Evanston,  III. 
Country  Club  Fashions, 

Corpus  Christi,  Texas 
Armand’s,  Corpus  Christi,  Texas 
Hathaway’s,  Asbury  Park,  N.J. 
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NOSTALGIA  is  c  popular  theme  these  days  and  Philips 
Department  Stores  of  Omaha,  Nebraska  built  a  success¬ 
ful  institutional  campaign  around  it.  The  series  of  ads, 
entitled  "The  Stories  of  Philips,"  was  awarded  first  prize 
in  the  institutional  category  of  the  NoRMA  competition. 
This  particular  ad  tells  of  a  teenage  romance  that  blos¬ 
somed  many  years  ago  at  Philips.  Judges  said  the  ad 
"arrested  attention,"  contained  "provocative  headlines" 
and  "delightful  copy  which  talks  in  people  language" 
and  was  laid  out  to  give  "maximum  ability"  to  head¬ 
lines  and  copy. 

NoRMA  winners  (continued  from  pufte  15) 

advertising  agency  in  Corpus  Christi. 

Yochem's  promotes  almost  exclusively  through  small 
sized  newspaper  ads  that  usually  run  on  weekends. 

Philips,  a  seven  unit  department  store  chain  (3  full  line 
department  stores  and  4  apparel  stores),  captured  the  top 
NoRMA  prize  in  the  institutional  category  for  an  ad  that  ran 
in  the  Sunday  Omaha  World-Herald  Magazine  section. 

This  was  the  first  time  that  Philips,  which  spends  some 
809f  of  its  ad  budget  on  newspapers,  advertised  in  a  news¬ 
paper  magazine  section.  Ironically,  it  was  part  of  what  was 
originally  to  be  a  tv  promotion  campaign  the  chain  scheduled 
to  promote  its  image. 
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MODERN  FURNITURE  from  Yochem's,  the  "furniture 
people"  in  Corpus  Christi,  Texas,  was  the  award  winning 
theme  in  the  under  $5  million  category.  The  above  win¬ 
ning  ad  for  a  table  and  chairs  was  cited  by  the  judges 
for  having  "a  young,  contemporary  look,"  for  being 
"clean,  direct,  yet  interesting"  and  for  being  able  to 
"quickly  communicate"  a  message. 


“We  had  already  budgeted  the  money  for  tv  and  we  de¬ 
cided  to  use  a  few  print  ads  as  a  backup,”  said  John  Cahoy, 
the  chain’s  ad  director.  “We  budgeted  the  money  right  out  of 
broadcast  for  these  ads.” 

The  goal  of  the  ads  was  to  reach  a  lot  of  Philips’  old  time 
customers  who  had  moved  to  other  parts  of  Omaha  and  to 
get  them  remembering  some  of  the  good  times  they  had  at 
Philips.  The  campaign  also  came  in  conjunction  with  a  new 
store  opening  in  nearby  Council  Bluffs. 

One  ad  entitled  “Love  in  the  Afternoon,”  reminisced 
about  how  a  boy  and  girl  years  before  met  each  day  near  the 
bakery  counter  in  Philips,  strolled  past  the  drug  and  house- 
wares  department  to  a  little  booth  in  the  soda  fountain.  “Its 
all  still  here  today.  If  you’ve  never  experienced  Philips, 
perhaps  you  should,”  reads  the  ad  copy. 

The  ad  produced  some  surprising  results,  Cahoy  said. 
“We  got  calls  from  all  over  .  .  .  people  asking  where  Philips 
stores  were  located  and  saying  how  they  appreciated  the 
touch  of  nostalgia.” 

Award  winning  chains  each  received  a  silver  shopping  bag 
embedded  in  Incite. 


Retail  department 
assigned  Local  General 

The  Omaha  World-Herald  advertising 
department  has  announced  a  reorganiza¬ 
tion  plan  for  1977. 

All  Local  General  accounts  have  been 
switched  to  the  Retail  department  along 
with  two  National  account  executives, 
Gary  Crabtree  and  Chuck  Caniglia. 

Advertising  director  Robert  B. 
McNutt  said  national  advertising  man¬ 
ager  Dale  McCarney  and  his  clerical  staff 
will  handle  National  business,  and 
Co-Op  advertising  supervisor  Jack  Denk- 
inger  will  operate  within  the  National 
Department. 
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Apparel  store  openings 
up  during  1st  11  mos. 

Despite  a  24.6%  drop  in  November, 
the  total  of  new  retail  apparel  outlets  re¬ 
mains  an  optimistic  35%  ahead  of  I975’s 
11-month  total,  according  to  Credit 
Clearing  House,  apparel  trades  division 
of  Dun  &  Bradstreet,  Inc. 

The  bicentennial  year  saw  2,153  new 
apparel  stores  opening  during  the  first  1 1 
months,  compared  with  1,594  reported 
for  the  same  period  in  1975. 

In  November,  1975,  a  total  of  207 
new  stores  opened  their  doors  across  the 
country,  compared  with  156  store  open¬ 
ings  during  November  of  1976. 

Florida  led  individual  states  in 
November  with  17  new  stores. 


Retailers  elect  Morris 

Mervin  G.  Morris,  chairman  of  the 
board,  Mervyn’s,  Hayward,  California, 
was  elected  board  chairman  of  the  Na¬ 
tional  Retail  Merchants  Association, 
succeeding  Thomas  M.  Macioce  of  Al¬ 
lied  Stores. 

Donald  Siebert,  chairman  and  chief 
executive  officer  of  J.  C.  Penney  was 
elected  first  vicechairman  and  Teller 
Weinmann,  president  of  Amfac  Mer¬ 
chandising  Corp.  was  elected  second 
vicechairman. 

James  Williams  was  reelected  presi¬ 
dent  of  NRMA. 

Election  took  place  at  the  66th  NRMA 
Convention  held  in  New  York  City  last 
week. 
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Progressive  Grocer  Magazine  Offers  $3,200  in  Cash  Prizes  for  Daily  Newspaper 
Stories  and  Editorials  Relating  to  the  Super  Market  Industry 


PURP09G:  The  annual  Progressive  Grocer  Journalism  Awards  competition  is  designed  to  encourage  a  bet¬ 
ter  understanding  of  the  super  market  industry  among  the  general  public. 


GLIGIPILITV:  The  competition  is  open  to  any  person  whose  material  has  appeared  in  a  U.S.  daily  newspaper 
between  July  1, 1976,  and  June  30, 1977. 


scope  oi^ 

GMTRieS: 


To  qualify,  articles  or  editorials  must  deal  with  some  aspect  of  grocery  distribution  or  food  retail¬ 
ing.  They  may  deal  with  such  topics  as  unit  pricing.  Universal  Product  Code,  open  code  dating, 
store  operations,  shopping  habits,  food  packaging,  consumer  attitudes  and  trends,  food  trans¬ 
portation  or  warehousing,  super  market  operating  costs,  margins  and  price  spreads,  or  any  other 
subject  related  to  the  marketing  of  food  and  grocery  products. 


JUDGIMG:  Entries  will  be  judged  on  the  basis  of  interest,  accuracy,  clarity,  originality,  depth  and  importance. 

Length  of  the  article  or  editorial  is  not  a  factor.  Emphasis  will  be  on  quality  and  the  extent  to 
which  it  imparts  to  the  public  a  better  understanding  of  the  super  market  industry. 


pRizeS: 


A  total  of  $800  will  be  awarded  in  each  of  four  categories,  with  prizes  totaling  $3,200.  In  each 
category.  First  Prize  will  be  $500,  Second  Prize  $200  and  Third  Prize  $100.  The  categories: 

1.  Editorials 

2.  Business  Section 

3.  Women’s  Section 

4.  General  News  Pages 

Entrants  may  submit  as  many  stories  as  they  care  to  in  any  categories  of  the  competition. 


D€^DL1M€: 


Entries  must  be  received  by  Progressive  Grocer  no  later  than  5  p.m.,  July  11, 1977.  Judges’  deci¬ 
sion  will  be  announced  July  29,  1977,  and  will  be  final.  Entry  forms  and  complete  rules  (see 
other  side)  have  been  mailed  to  every  daily  newspaper  in  the  U.S.,  all  bureaus  of  the  Associated 
Press  and  United  Press  International,  and  all  daily  newspaper  syndicates.  For  further  information, 
and  entry  forms,  write: 

JOURNALISM  AWARDS 
PROGRESSIVE  GROCER  MAGAZINE 
708  Third  Avenue 
New  York,  N.Y.  10017 


sponsoR:  Progressive  Grocer  Magazine,  sponsor  of  the  awards,  was  founded  in  1922,  as  a  business  pub¬ 
lication  covering  the  food  retailing  industry.  It  has  always  been  dedicated  to  an  open,  harmonious 
relationship  between  retailer  and  consumer.  This  competition  reflects  a  continuation  of  that  aim. 


Huge  savings 
gains  during 
ad  campaign 

“The  clearest  case  of  media  confronta¬ 
tion  I’ve  ever  seen  .  . 

That’s  how  John  Schmidtke  of  William 
Eisner  advertising  agency  in  Milwaukee, 
Wis.  describes  the  remarkably  success¬ 
ful  newspaper  advertising  campaign  im¬ 
plemented  by  Security  Savings  and  Loan 
Association. 

Using  full  page  and  double  page 
4-color  spreads  in  the  Milwaukee  Journal 
and  Milwaukee  Sentinel,  Security 
launched  its  comprehensive  newspaper 
campaign  in  January,  1974. 

Previously  the  company  relied  heavily 
on  television.  Security  executives  were 
not  pleased  with  the  results. 

The  new  approach  has  led  to  net  sav¬ 
ings  gains  of  $20  million  in  1974,  $37  mil¬ 
lion  in  1975  and  $54  million  this  year. 

Schmidtke,  account  supervisor  for  the 
Milwaukee-based  Eisner  agency,  feels 
the  size  of  the  ad  is  crucial,  as  is  the  use 
of  color  in  creating  effective  newspaper 
advertising.  “It  is  these  factors  which 
give  Security  the  leadership  image  it 
wants,  enhances  readership,  and  builds 
an  aura  of  quality  around  the  premium 
items  offered  in  the  ads,’’  Schmidtke 
said. 


vk.1  want  security.  Security  wants  you 


NEVy  DEPOSITS— This  full-color 
In  his  opinion,  the  complexity  of  Se-  spread  of  free  gifts  for  saving  helped 

lurity’s  advertising  goals,  “the  image  plus  generate  a  $16  million  net  increase  iri 

he  offer,’’  cannot  easily  be  achieved  jew  depos'ts  o/er  a  2-month  period 

...  ,.  for  Security  Savings  and  Loan  Associa- 

ismg  broadcast  mediums.  Wisconsin.  Bill  Eisner  (left), 

Some  advertisers  contend  newspapers  president,  and  John  Schmidtke,  ac- 

ire  ineffective  in  defining  a  profile  or  count  supervisor,  William  Eisner  &  As- 

?uilding  an  image.  Schmidtke  disagrees,  sociates,  Inc.  (Security's  advertising 

IS  long  as  the  medium  is  used  correctly.  agency)  consistently  use  full-color 

“We  found  the  newspaper  ads  pro-  newspaper  campaigns  to  attract  new 

ected  an  image  of  size,  strength  and  deposits  for  Security,  Wisconsin's 

iggressiveness,  and  laid  the  foundation  largest  state  chartered  savings  and 

for  tremendous  growth.  The  image  factor 

lias  been  a  prime  element  in  Security’s  papers.  But  the  Eisner  shop  is  convinced 
campaign.’’  newspapers  needn’t  take  a  back  seat  to 

Another  vital  factor  is  the  “portabili-  broadcast,  being  eminently  suited  to 
ty’’  of  Security’s  newspaper  ads  and  Security’s  sales  strategy  as  a  much  more 
their  usefulness  in  handling  customer  flexible  medium. 

questions.  Company  employes  can  pull  Instead  of  the  traditional  visual  show- 
out  the  ad  and  show  the  customer  ing  of  premium  groups.  Security  uses  in¬ 
exactly  what  the  terms  of  the  offer  are,  dividual  color  pictures  of  each  item, 
leaving  little  chance  for  misunder-  Color  enhances  the  quality  of  the  gifts, 
standings.  and  individual  display  facilitates  inspec- 

Using  the  ad  as  a  handout  is  also  help-  tion  and  comparison  of  the  items  by  po- 
ful  in  working  with  premium  dealers  and  tential  savers,  an  advantage  that  tv  ad- 
negotiating  favorable  purchase  agree-  vertising  cannot  provide,  Schmidtke 
ments.  Security  representatives  use  tear  said. 

sheets  to  show  the  dealer  there  is  a  lot  of  Another  plus  for  newspaper  advertis- 
company  support  behind  premium  ing,  he  said,  is  that  more  can  be  done 
promotions.  with  a  single  ad.  Tv  people  keep  insisting 

Another  plus  is  the  way  to  economize  that  the  message  be  simple.  With  Se- 
on  4-color  ads,  Schmidtke  noted.  With  curity,  the  ads  needed  to  do  3  things:  re- 
one  photography  job  for  the  newspaper  define  “security”  generically  by  promot- 
ad,  the  same  pictures  were  stripped  in  to  ing  brand  recognition;  establish  a  leader- 
produce  a  10-page  color  brochure.  ship  stance  among  savings  and  loans  and 

Other  savings  institutions  tried  to  be  promote  an  institutional  image;  also 
everywhere,  Schmidtke  pointed  out.  He  communicate  the  specific  selling  mes- 
felt  Security  should  pick  a  primary  sage,  the  premium  offer, 
medium  and  dominate  it.  .  .  .  thus  giv-  Jim  Schnieder,  vicepresident/ 
ing  them  more  for  their  money.  He  spoke  marketing  at  Security  Savings,  noted 
of  the  reluctancy  of  many  agencies  to  that  the  newspaper  campaign  in  Mil- 
build  a  complete  campaign  around  news-  (Continued  on  page  38} 
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l•rcview 


1. Your  business  outlook  for 
1977  will  be  good. 

2. Your  business  will  be 
better  if  you  sell  to  Pa.'s 
3rd  largest  E.B.I.  Market: 
ALLENTOWN 
BETHLEHEM  -  EASTON. 

3. Your  business  will  be  the 
best  yet  if  you  advertise  in 
the  CALL-CHRONICLE 
NEWSPAPERS,  the 
medium  that  covers  the 
ABE  Metro  Market! 


CAU-CHRONICLE 

NEWSPAPERS 

ALLENTOWN,  PA. 

Rep.  by  Story  &  Kelly-Smith,  Inc. 

NOW - 

DIAL (215}  820-6646  DIRECT  TO 
OUR  NATIONAL  ADV.  DEPT. 


ANNOUNCEMENT: 

EFFECTIVE  JANUARY  1,  1977 


The  In 


STAR 

THE  IN|j^l^f|iS  NEWS 

became.the 

Market  New^^^elB?.|K|roit{  advertising 

anifisean  Hlirbu 

II 

These  two  independent 

editorial  service. 

That’s  one  reaswa^^^  Ifidianapolis  is  such  an  excellent 
newspaper  market . .  .  why  Million  Market  Newspapers  is  so  happy 
to  welcome  them  as  new  members  of  our  cooperative  group. 


Here  are  6  big  reasons  why 
Indianapolis  is  indispensable  to 
your  marketing  success. 


INDIANAPOLIS  SPENDS: 

4th  among  all  major  U.S.  markets  in  retail  sales 
per  household  .  . .  2nd  among  major  midwest 
markets. 


INDIANAPOLIS  SHOPS  A  LOT: 

6th  largest  among  major  U.S.  markets  in  depart¬ 
ment  store  sales  per  household  ...  3rd  among 
major  midwest  markets. 

INDIANAPOLIS  IS  YOUNG: 

7th  youngest  major  market  in  the  U.S.  in  median 
age  of  population. 


INDIANAPOLIS  IS  GROWING: 

1  Ith  fastest  growth  rate  among  major  markets  in 
the  U.S.  .  . .  2nd  among  major  midwest  markets. 


INDIANAPOLIS  EATS  A  LOT: 

at  home  and  away  ...  1 3th  largest  per  household 
supermarket  sales  among  major  U.S.  markets  .  . . 
1 0th  largest  in  eating  and  drinking  place  sales. 


INDIANAPOLIS  TRAVELS  A  LOT: 


by  car  and  by  plane  . . .  among  all  major  midwest 
markets  it’s  3rd  in  automotive  sales  per  house¬ 
hold,  4th  in  passports.  And  1  st  in  gasoline  service 
station  sales  per  household  among  all  major  U.S. 
markets. 


That’s  just  scratching  the  surface  of  the  Indianapolis 
story.  Let  our  Million  Market  Newspaper  salesman  tell  you 
the  story ...  in  depth  as  it  applies  to  your  marketplace. 


Million  Market  Newspapers 

X  XTiNCORPORATED 

A  publisher-owned  cooperative  advertising  sales  and 
research  organization  representing  an  all-star  lineup 
of  major  market  newspapers. 


BOSTON  GLOBE  *  INDIANAPOLIS  STAR  •  INDIANAPOLIS  NEWS  •  MILWAUKEE  JOURNAL  •  MILWAUKEE  SENTINEL 
PHILADELPHIA  BULLETIN  •  ST.  LOUIS  POST  DISPATCH  •  WASHINGTON  STAR 


Daily  newspapers  with 
‘total  market  coverage’ 


A  survey  of  members  by  the  International  Newspaper 
Advertising  Association  last  fall  (E&P,  Nov.  27,  page  10) 
revealed  141  newspaper  organizations  are  offering  advertis¬ 
ers  some  form  of  Total  Market  Coverage  (reaching  non¬ 
subscribers’  homes  as  well  as  subscribers’  homes.) 

One  hundred  thirteen  of  them  are  below  50,000  circula¬ 
tion.  Some  of  them  are  morning-evening  combinations. 
Twenty-nine  others  said  they  definitely  plan  to  offer  such  a 
program  later  this  year. 

Listed  below  are  the  newspapers  that  said  they  now  offer 
TMC,  plus  those  who  said  they  planned  to  do  so.  Also 
included  are  the  answers  to  whether  it  is  available  to  an 
advertiser  when  he  runs  ROP,  or  an  insert,  or  either; 
whether  it  reaches  non-subscribers  by  mail  or  hand  deliv¬ 
ered;  whether  an  advertiser  has  a  choice  of  area  such  as  zip 
codes  or  census  tracts. 


Under  10,000  Circulation 

Jacksonville  (Ark.)  News 
Newport  (Ark.)  Independent 
Cranbrook  (B.C.)  Townsman 
Willimantic  (Conn.)  Chronicle 
Fort  Pierce  (Fla.)  News  Tribune 
Marianna  (Fla.)  Jackson  County  Floridan 
Tifton  (6a.)  Gazette 
Burley  (Idaho)  South  Idaho  Press 
Cairo  (III.)  Evening  Citizen 
Hoopeston  (III.)  Chronicle-Herald 
Connersville  (Ind.)  News-Examiner 


Available  for  Oelivety  by  Area  Choice 
ROP  Insert  Hand  Mail  Yes  No 


Frankfort  (Ind.)  Times 
Peru  (Ind.)  Tribune 
Carroll  (Iowa)  Times  Herald 
Wabash  (Ind.)  Plain  Dealer 
Charles  City  (Iowa)  Press 
Keokuk  (Iowa)  Gate  City 
Newton  (Iowa)  News 
Chanute  (Kans.)  Tribune 
Junction  City  (Kans.)  Union 
Madisonville  (Ky.)  Messenger 
Bogalusa  (La.)  News 
Grand  Haven  (Mich.)  Tribune 
Ionia  (Mich.)  Sentinel-Standard 
Bemidji  (Minn.)  Pioneer 
Kennett  (Mo.)  Dunklin  Democrat 
Macon  (Mo.)  Chronicle-Herald 

Holdrege  (Neb.)  Citizen 
North  Las  Vegas  (Nev.)  Valley  Times 
Jamestown  (N.D.)  Sun 
Valley  City  (N.D.)  Times-Record 
Wahpeton  (N.D.)  Daily  News 
New  Glasgow  (Nova  Scotia)  News 
Fostoria  (Ohio)  Review  Times 
Napoleon  (Ohio)  Northwest-Signal/Couri 
Cookeville  (Tenn.)  Herald-Citizen 
Arlington  (Tex.)  News 
Corsicana  (Tex.)  Sun 
Farmers  Branch  (Tex.)  News  Texan,  Inc. 
Sulphur  Springs  (Tex.)  News-Telegram 
Logan  (Utah)  Herald  Journal 
Portage  (Wise.)  Register 
Watertown  (Wise.)  Times 
20 


10,000  to  20,000  Circulation 

Livermore  (Calif.)  Tri-Valley  Herald  &  News 

Golden  (Colo.)  Transcript 

Athens  (Ga.)  Banner  Herald-News 

Gainsville  (Ga.)  Ttmes 

Pocatello  Idaho  State  Journal 

Kewanee  (III.)  Star-Courier 

Lansing  (III.)  Camax  Publishing  Co. 

Crawfordsville  (Ind.)  Journal-Review 

Michigan  City  (Ind.)  News-Dispatch 

New  Castle  (Ind.)  Courier-Times 

Muscatine  (Iowa)  Journal 

Brandon  (Manitoba)  Sun 

Fremont  (Neb.)  Tribune 

Cortland  (N.Y.)  Standard 

Geneva  (N.Y.)  Times 

Saratoga  Springs  (N.Y.)  Saratogian 

Goldsboro  (N.C.)  News-Argus 

Troy  (Ohio)  News 

Albany  (Ore.)  Democrat-Herald 


Available  for 

Delive 

ry  by 

Area  Choice 

Cadisle  (Pa.)  Evening  Sentinel 

• 

• 

• 

• 

ROP 

Insert 

Hand 

Mail 

Yes 

No 

Doylestown  (Pa.)  Intelligencer 

• 

• 

• 

• 

• 

• 

Clarksville  (Tenn.)  Leaf-Chronicle 

• 

• 

• 

• 

• 

• 

• 

Bryan  (Tex.)  Eagle 

• 

• 

•  • 

• 

• 

• 

• 

Clute  (Tex.)  Facts 

• 

• 

• 

• 

• 

Alexandria  (Va.)  Gazette 

• 

• 

• 

• 

• 

• 

• 

Aberdeen  (Wash.)  World 

• 

• 

• 

• 

• 

• 

• 

• 

• 

Green  Bay  (Wise.)  News-Chmnicle 

• 

•  • 

• 

• 

• 

• 

• 

• 

20,0(X)  to  30,000  Circulation 

• 

• 

• 

• 

Redwood  City  (Calif.)  Tribune 

• 

• 

Carriers 

• 

# 

# 

# 

* 

Boulder  (Colo.)  Camera 

• 

• 

• 

• 

• 

• 

• 

# 

Grand  Junction  (Colo.)  Sentinel 

• 

• 

• 

• 

• 

• 

• 

Meriden  (Conn.)  Record-Journal 

• 

• 

ar  • 

• 

• 

• 

Middletown  (Conn.)  Press 

• 

• 

• 

• 

• 

• 

• 

• 

Dover  (Del.)  State  News 

• 

• 

• 

Bradenton  (Fla.)  Herald 

• 

• 

Bloomington  (Ind.)  Herald-Telephone  & 

• 

• 

• 

• 

Herald-Times 

• 

• 

• 

• 

• 

• 

• 

• 

• 

Mason  City  (Iowa)  Globe-Gazette 

• 

• 

•  • 

• 

• 

• 

• 

• 

• 

Holyoke  (Mass.)  Transcript-Telegram 

• 

• 

• 

• 

# 

# 

# 

# 

# 

Norfolk  (Neb.)  News 

• 

• 

•  • 

• 

Dover  (N.J.)  Advance 

• 

• 

•  • 

• 

• 

• 

• 

• 

Shrewsbury  (NJ.)  Register 

• 

• 

• 

• 

• 

• 

• 

• 

Sandusky  (Ohio)  Register 

• 

• 

Circulation 

• 

• 

• 

• 

• 

Drivers 

• 

• 

• 

• 

Pottstown  (Pa.)  Mercury 

• 

• 

• 

• 

• 

• 

Pottstown  (Pa.)  Republican 

• 

• 

• 

• 

• 

• 

• 

Sharon  (Pa.)  Herald 

• 

• 

• 

• 

• 

• 

• 

• 

Aberdeen  (S.D.)  American  News 

• 

• 

• 

• 

• 

3rd  Class 

• 

30,000  to  40,000  Circulation 

Shopper 

New  Westminster  (B.C.)  Columbian 

• 

• 

• 

New  Britain  (Conn.)  Herald 

• 

• 

• 

Carbondale  (III.)  Southern  Illinoisan 

• 

• 

• 

• 

• 

• 

• 

• 

Kokomo  (Ind.)  Tribune 

• 

• 

• 

• 

• 

• 

• 

Jackson  (Mich.)  Citizen  Patriot 

• 

• 

• 

• 

• 

• 

• 

• 

• 

0 

• 

0 

• 

0 

Poughkeepsie  (N.Y.)  Journal 

• 

•  • 

• 

Hamilton  (Ohio)  Journal-News 

• 

• 

•  • 

• 

York  (Pa.)  Daily  Record 

• 

• 

• 

• 

er  • 

• 

• 

• 

• 

Kingsport  (Tenn.)  Ttmes  News 

• 

• 

•  • 

• 

• 

• 

• 

• 

• 

Port  Arthur  (Tex.)  News 

• 

• 

• 

• 

• 

• 

• 

• 

0 

• 

0 

Wheeling  (W.  Va.)  News-Register 

• 

• 

• 

• 

0 

0 

0 

Kenosha  (Wise.)  News 

• 

• 

•  • 

40,000  to  50,000  Circulation 

• 

0 

0 

# 

0 

# 

0 

Costa  Mesa  (Calif.)  Orange  Coast 

• 

• 

• 

• 

• 

Daily  Pilot 

• 

• 

• 

• 

(Continued  on  page  27) 
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From  the  top  of  Glen  Ellen.  Vermont 


Skiing  and  seiiing  excelient  in  newspaper-reading  New  Engiand 


This  winter,  weather-wise,  New  England  is  sitting  pretty.  Week  after  week,  ski  areas  here  report  snow 
conditions  good  to  excellent,  all  slopes  and  trails  open,  lifts  operating  full  time,  and  plenty  of  new  powder — 
man-made  or  heaven-sent.  Throughout  the  region,  special  week-end  and  6-day  packages  are  attracting 
skiers  from  far  and  wide  to  areas  where,  unlike  resorts  in  other  areas,  if  snow  doesn’t  fall  from  above,  the 
snow  machines  stand  ready. 

Operators  of  ski  area  slopes  and  trails,  lifts  and  lodges,  restaurants  and  equipment  shops  are  only  the 
beginning  of  the  huge  list  of  beneficiaries  of  New  England’s  winter  playgrounds.  Money  left  behind  by  ski 
enthusiasts  enriches  the  region  by  better  than  two  billion  dollars  a  year,  buying  necessities  and  luxuries  for 
the  resident  readers  of  that  year-round,  all-lime  best-seller — the  local  New  England  daily  newspaper. 

Advertising  gets  results  in  these  leading  New  England  newspapers 

MAINE  MASSACHUSETTS  CONNECTICUT  RHODE  ISLAND 

Bangor  Daily  News  (M)  Boston  Globe  (M&E)  Bridgeport  Post-Telegram  (M&E) 

Maine  Sunday  Telegram  (S)  Boston  Globe  (S)  Bridgeport  Post  (S) 

Portland  Press  Herald  (M)  Brockton  Enterprise  &  Times  (E)  Bristol  Press  (E) 

Portland  Express  (E)  Fall  River  Herald  News  (E)  Hartford  Courant  (M) 

Gardner  News  (E)  Hartford  Courant  (S) 

. .  “  Lynn  Item  (E)  Meriden  Record  &  Journal  (M&E) 

New  Bedford  Standard-Times  (E&S)  Middletown  Press  (E) 

North  Adams  Transcript  (E)  New  Britain  Herald  (E) 

Pittsfield  Berkshire  Eagle  (E)  New  Haven  Journal-Courier  (M) 

Springfield  Daily  News  (E)  New  Haven  Register  (E&S) 

Springfield  Union  (M)  New  London  Day  (E) 

Springfield  Republican  (S)  Norwich  Bulletin  (M&S) 

Waltham  News  Tribune  (D)  Torrington  Register  (E) 

Worcester  Telegram  (M-S)  Waterbury  American  (E) 

Worcester  Gazette  (E)  Waterbury  Republican  (M&S) 


NEW  HAMPSHIRE 

Manchester  Union  Leader  (AD) 
Nashua  Telegraph  (E) 

New  Hampshire  Sunday  News  (S) 


VERMONT 

Barre-Montpelier  Times-Argus  (E&S) 
Burlington  Free  Press  (M&S) 

Rutland  Herald  (M&S) 

St.  Albans  Messenger  (E) 

Vermont  Sunday  News  (S) 


Retail  ad  successes 
know  no  boundaries 


By  Gerald  B.  Healey 

Newspapers  have  reported  to  their 
representative  firms  some  unusual  retail 
advertising  promotions  undertaken  in 
1976  that  paid  off  handsomely  for 
merchants — and  a  movie  house  in  one 
case. 

One  that  spelled  “box  office”  was 
conducted  by  the  Tulsa  (Okla.)  World  & 
Tribune,  advertising  sales  director  Dick 
Newman  informed  the  newspapers’  rep¬ 
resentative,  Branham  Newspaper  Sales. 

A  representative  of  United  Artists 
asked  Newman  to  put  together  a  promo¬ 
tion  to  introduce  the  movie,  “The  Pink 
Panther  Strikes  Again,”  to  Tulsa  audi¬ 
ences. 

The  result  was  a  12-page  section  on 
Sunday,  Dec.  12,  4  days  in  advance  of 
the  movie  showing.  The  section  used 
pink  as  the  color  and  theme,  using  “tick¬ 
led  pink,”  putting  Christmas  holiday 
spirits  “in  the  pink,”  etc. 

A  photo  supply  house  reported  it  had 
its  biggest  3-day  store  traffic  and  sales.  A 
fabric  shops  firm  had  an  outstanding 
week  following  running  of  a  full-page 
pink  and  black  ad. 


The  Schenectady  Gazette  is 
Number  One  in  Schenectady.  (In 
fact,  The  Gazette  is  the  only 
daily  published  in  Schenectady.) 

The  Schenectady  Gazette  is 
Number  Two  in  the  Albany- 
Schenectady-Troy  market. 


CHENECTADY 


Call  your  CWO&O  Representative 
85%  HOME  DELIVERED 

Source:  ABC  Audit  9/30'76 


The  Tulsa  theatre  told  the  World  & 
Tribune  its  first  4  days  of  showing 
“Panther”  out-grossed  all  theatres  in  the 
Southwest  with  the  exception  of  a 
theatre  in  Houston,  Tex. 

United  Artists  was  so  pleased  they 
provided  a  national  theatre  publication 
with  the  details.  The  Tulsa  theatre  was 
turned  over  to  the  newspapers  for  one 
night  and  tickets  were  given  to  all  adver¬ 
tisers. 

The  Sioux  City  (Iowa)  Journal  in¬ 
formed  Branham  that  14,000  persons  at¬ 
tended  an  opening  of  a  branch  store  of 
Team  of  Electronics  in  Sioux  City  and 
that  many  registered  for  prizes.  A  Satur¬ 
day  and  Sunday  event,  the  store  sold, 
among  many  electronics  supplies,  800 
Citizen  Band  radios,  Tom  Elson,  Journal 
account  executive  and  retail  promotion 
manager,  said. 

Before  the  opening,  the  store  ran  full 
page  ads  on  Thursday  and  Friday  and  a 
90-inch  ad  on  Saturday.  Headquarters  of 
the  stores.  Team  Central  Electronics, 
Minneapolis,  Minn.,  informed  Elson  it 
was  the  best  store  advertising  promotion 
the  company  had  run. 

Newspapers  represented  by  Cresrher, 
Woodward,  O’Mara  &  Ormsbee,  Inc. 
produced  several  successful  advertising 
stories. 

The  Kansas  City  (Mo.)  Star  last  year 
ran  a  letterpress  tabloid  section  for  a 
major  shopping  sale  in  which  60  retail 
advertisers  were  represented.  Several 
merchants  reported  sales  increases  from 
20  to  40  percent  over  a  similar  sale  in 
1975.  The  shopping  center  did  a  car 
count  during  the  3  shopping  days  and 
reported  a  12%  increase.  In  the  same 
campaign  in  1975,  newspaper  ads,  in¬ 
center  entertainment  promotions  and 
shoppers  were  used.  In  1976,  the  news¬ 
paper  tab  was  the  only  expenditure. 

Gottschalks,  central  California  inde¬ 
pendent  chain  retailer,  scheduled  2  fac¬ 
ing  7  full  columns  in  the  Fresno  Bee, 
Visalia  Times-Delta,  Merced  Sun  Star 
and  Santa  Maria  Times.  Merchandise 
advertised  was  men’s  suits,  men’s  leisure 
suits,  slacks,  sports  coats  and  leather 
jackets.  The  stores  registered  more  than 
$4,000  in  chainwide  sales. 

Sizzler  Steak  House  started  with  300- 
inch  contracts  with  the  Spokan  (Wash.) 
Spokesman-Review  and  Daily  Chronicle. 
Within  2  months  they  had  upped  the  con¬ 
tract  to  2,000  inches  in  each  newspaper, 
running  2  and  3  times  a  week.  The  sizzler 
firm  considered  the  campaigns  highly 
successful  for  the  Spokane  market. 

With  a  3-column.  10-inch  ad  in  the 
Sunday  Des  Moines  Register,  an  office 
equipment  company  sold  out  all  of  its  file 
drawers  (600  units)  in  3  days  at  prices 


ranging  from  17  dollars  to  27  dollars. 

A  12-page  roto  section  in  the  Sunday 
Register  produces  $250,000  twice  a  year 
for  Younkers  Department  Store’s 
January  and  August  furniture  sales. 
China,  housewares  and  small  appliances 
are  included  in  these  sales. 

A  produce  wholesaler  starting  a  new 
retail  business  3  years  ago  doubled  its 
1975  business  over  1974  with  640-line  ads 
in  the  Columbus  Dispatch.  Dollar  vol¬ 
ume  was  up  35%  in  1976  with  two  640- 
liners  and  two  190-line  ads  in  10  days. 

The  Baltimore  (Md.)  Sun  told 
CWO«&0,  “there  were  many  (advertis¬ 
ing)  success  stories  in  1976,”  citing 
one — an  auto  delaer  who  ran  a  150x4 
Thanksgiving  Day  ad  in  the  biggest  paper 
of  the  year  published  by  the  Sun.  The 
dealer  reported  selling  22  cars  that  day. 

The  entry  of  Neiman-Marcus  into  the 
Chicago  area  resulted  in  an  impressive 
campaign  for  the  Chicago  Tribune,  ac¬ 
cording  to  Art  Wible,  Retail  ad  manager. 

Beginning  with  one  store,  Neiman- 
Marcus  basically  worked  with  Vi  page,  14 
page,  and  smaller  ads,  which  had  a  tre¬ 
mendous  aura  of  upper-scale  fashion 
through  effective  use  of  white  space  and 
excellent  art.  At  the  same  time,  they 
combined  unusual  items  with  great  ef¬ 
fect,  such  as  auto  battery  jumper  cables 
with  a  canvas  bag  for  $21  next  to  a 
$195,000  diamond  ring. 

Marshall  Field  &  Co.  added  a  powerful 
new  twist  by  using  V4  of  their  full-page 
ads  for  a  “dear  public”  letter.  Not  only 
did  they  communicate  to  their  customers 
the  selection  and  cost  of  their  products. 
But  also  the  character  of  the  company 
itself,  Wible  said.  The  letters  gave  a  feel¬ 
ing  that  special  things  were  being  none  in 
the  stores. 

Wickes  furniture’s  ads  gave  graphic 
presentations  with  warmth  and  quality 
evident  which  enabled  the  consumer  to 
visualize  the  furniture  in  their  own  home 
rather  than  in  a  warehouse  showroom. 

Carson  Pirie  Scott  department  store 
featured  the  results  of  an  extensive  buy¬ 
ing  trip  through  the  Orient.  The  cam¬ 
paign,  “The  World,  the  West  &  the  Ori¬ 
ent”  provided  class  and  image,  and 
demonstrated  the  thoroughness  of  their 
buyers. 

Robert  Reese,  retail  ad  manager  of  the 
Chicago  Sun-Times  and  Daily  News, 
said  one  of  the  most  interesting  cam¬ 
paigns  of  1976  was  developed  and  run  by 
Lyttons  clothing  stores  in  cooperation 
with  American  Express  and  Delta  Air 
Lines. 

The  campaign,  running  in  the  winter 
months,  offered  26  free  trips  to  Miami 
Beach  via  Delta  Lines,  courtesy  of 
American  Express.  The  ads  featured 
Lytton’s  sportswear.  12  ads  ran  in  the 
campaign  and  60,0(K)  entries  for  drawings 
were  received.  Entry  blanks  had  to  be 
dropped  into  boxes  in  the  12  suburban 
stores  or  the  company’s  downtown 
store. 
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What  others  said  about  the  last  Hare 


for  immediate  reservation  or  for  more  information 


rspaper  sales  and 


Learn  how  to  inerep'  a.  n 
profits  -  witli  our  \  daf  liack  at  work! 


JCIATk 


of  3  airport  locb- 

.MPA,  FLORID. 

.■&  Mon.,  March  13  & 

HOUSTON,  TEXAi 

jes.  &  Wed.,  March  15  &  1 

CHICAGO,  ILLINOIS 

(Thurs.  &  Fri.,  March  17  &^8) 


Seminar 


Associates 


"The  seminar  was  worthwhile  not 
only  for  the  specific  ideas,  but  also  for 
the  total  marketing  concept  which  was 
clearly  communicated 

John  M.  Buckwaher,  Director, 
Advertising  Sales.  Lancaster 
Newspapers.  Inc..  Lancaster.  Pa. 


despite  the  fact  that  I  put  in  30  years  as 
owner,  and  now  publisher.” 

Russ  Hoffman.  Publisher 
Highland  News  Leader,  Highland.  Ilf 

"Overall  the  session  had  excellent 
participation."  Bob  Ballantine 
Telegram  &  Gazette  -  Worcester.  Ma. 


attended.  I  would  highly  recommend 
it  to  anyone."  C.  Dean  Kieffer 
The  Courier  -  Findlay,  Ohio 


"\  never  knew  there  were  so  many  "I  thought  your  seminar  in  Chicago  was 
y^^ys  and  places  to  sell  advertising,-™  probably  the  best  seminar  I  have  ever 


“The  seminar  was  great.  Right  to 
■the  point  for  a  better  organized 
advertising  department  and  many  new 
ideas.  The  time  flew  by. 

Jack  Horn.  Publisher.  -  The  Free  Press 
ewspapers.  Carpentersville,  ///— 


Seminar  Topics  Guaranteed  to  Make  You  More  Successful  Include; 


•  Proven  Newspaper  Sales  Ideas  •  Tested  Newspaper  Research  for  Sa 

•  Top  Marketing  Sales  Promotion,  Incentive,  and  Organizational  Practices 

•  Better  Newspaper  Management  Techniques  •  Time  Management  for  Newspaper  Salespeople 


Your  Investment  for  the  2-day  se'^lnar  Is 
only  $275 per  person,  which  Includes  3 
meals.  We  will  arrange  hotel  accommod- 


ACT  NOW!  Seminar  reservations  are  limited  to  allow 
for  full,  personalized  one-on-one  discussion.  Send  your 
check  payable  to  Hare  Associates,  62  Black  Walnut 


atlons.  If  you  wish.  (Only  $325  for  the  2nd  Drive,  Rochester,  N.Y.  14615  or  call  716/621-6873  today 


registration  from  the  same  firm) 


New  INAE  head 
sets  priorities 


By  John  Consoli 

Dean  Bailee,  advertising  di¬ 
rector  of  the  San  Jose  (Calif.) 
Mercury-News  and  incoming 
president  of  the  International 
Newspaper  Advertising 
Executives,  sees  the  im¬ 
plementation  of  an  industry 
wide  marketing  plan  to  help 
bolster  newspaper  circulation 
and  a  stronger  effort  in  sales 
training  as  the  primary  areas 
of  concentration  for  his  or¬ 
ganization  in  1977. 

“The  coordinated  market¬ 
ing  plan  being  put  together  by 
the  Newspaper  Advertising 
Bureau  Inc.  and  the  American 
Newspaper  Publishers  As¬ 
sociation  to  stimulate  news¬ 
paper  readership,  is  some¬ 
thing  which  all  newspaper 
should  give  top  priority  to,” 
said  Bailee.  “It  is  one  of  the 
best  things  our  industry  has 
done.  It’s  the  first  time  in  my 
many  years  in  the  newspaper 
business.  I’ve  seen  such  a 
coordinated  effort.” 

In  conjunction  with  the 
coordinated  marketing  prog¬ 
ram,  some  of  the  details  of 
which  will  be  made  known 
either  during  the  INAE  con¬ 
vention  this  week  or  within 
the  weeks  immediately  pre- 
ceeding  it,  the  INAE  will  form 
a  special  Newspaper  Market¬ 
ing  Committee. 

The  NMC  will  be  comprised 
of  mainly  those  INAE  mem¬ 
bers  who  have  expertise  in 
both  advertising  and  circula¬ 
tion.  Lionel  Mohr,  vicepresi¬ 
dent  of  marketing  for  the  To¬ 
ronto  Star  has  been  named 
chairman  of  the  committee. 

The  NMC  will  hold  an  or¬ 
ganizational  meeting  during 
the  INAE  convention  and 
some  32  persons  have  been 
invited  to  take  part.  Bartee 
said  the  committee  will  be 
quite  large  since  it  will  repre¬ 
sent  markets  across  the  coun¬ 
try. 

Although  the  INAE  has 
what  Bartee  describes  as  “an 
effective”  sales  training  film 
currently  available,  he  feels 
the  group  has  “only  scratched 
the  surface”  in  this  area. 
“Sales  training  is  one  area  I 
feel  very  strongly  about,”  he 
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said.  “Over  the  past  few 
years,  the  prmary  thrust  in 
sales  training  has  been 
through  the  use  of  manuals. 
We  need  more  visuals  such  as 
slides  or  motion  pictures.” 

Bartee  is  a  believer  of  play¬ 
ing  up  the  positive  aspects  of 
newspapers  in  sales  training 
rather  than  getting  into  anti-tv 
material.  “1  believe  it  is  a  bet¬ 
ter  strategy  and  a  more  effec¬ 
tive  one  to  sell  the  strengths 
of  newspapers,”  he  said. 
“Today  most  major  retailers 
are  using  at  least  some  tv.  You 
have  to  be  careful  about  going 
in  and  telling  him  he  is  doing 
something  wrong  by  using  it.” 

Another  area  in  which  the 
INAE  will  step  up  involve¬ 
ment  in  is  total  market  cover¬ 
age.  “In  1977  we  will  see  more 
and  more  newspapers  looking 
toward  total  market  cover¬ 
age,”  Bartee  said.  “We  need 
to  put  together  as  much  in¬ 
formation  as  possible  on  how 
newspapers  already  using 
total  market  coverage  got  into 
it  and  what  results  they  are 
getting.” 

The  coming  year  will  see 
the  INAE  continuing  to  place 
a  strong  emphasis  on  retail 
advertising,  Bartee  said.  “In 
this  area  it  is  hard  to  separate 
our  involvement  from  that  of 
the  Newspaper  Ad  Bureau’s 
because  we  work  so  closely 
together,”  he  said. 

Bartee  sees  classified  ad¬ 
vertising  as  having  another 
strong  year  in  1977,  especially 
with  the  expected  upturn  in 
the  economy  under  the  Carter 
Administration,  and  also  fore¬ 
casts  a  growth  in  national  ad¬ 
vertising. 

“It  used  to  be  that  many 
large  national  advertisers  used 
newspapers  sparingly,  but 
with  tv  clutter  and  the  rising 
rates,  more  national  accounts 
are  moving  into  newspapers,” 
he  said.  Bartee  cited  Proctor 
&  Gamble,  which  he  said  ran 
$8  million  in  newspaper  adver¬ 
tising  in  1976  compared  with 
only  $1.4  million  in  1974. 

Bartee  said  1977  will  be  a 
year  in  which  there  will  be 
more  cooperation  among  the 
departments  within  individual 
newspapers  than  ever  before. 
He  also  sees  it  as  a  year  in 


Dean  Bartee 


which  each  newspaper  will  partment  and  in  1973  he  be- 
undertake  more  research  to  came  head  of  production.  In 
sell  itself  as  a  product.  1974,  he  was  elected  to  the 

Bartee,  44,  joined  the  board  of  directors  of  the 
Mercury-News  in  January  of  World  Publishing  Co. 

1975  as  ad  director,  after  serv-  Bailee’s  civic  involvement 
ing  as  vicepresident  of  adver-  in  San  Jose  includes  a  direc- 
tising,  promotion  and  produc-  torship  with  the  San  Jose 
tion  for  the  Omaha  (Nebr.)  Chamber  of  Commerce.  He  is 
World  Herald.  also  a  director  and  member  of 

A  native  of  Texas,  he  the  executive  committee  of 
started  his  newspaper  career  the  San  Jose  Better  Business 
in  1951  with  the  Phoenix  Bureau. 

(Ariz.)  Republic  and  Gazette.  -  ,  *  . 

He  worked  in  various  depart-  Ad  projects  mgr. 

ments  with  those  papers  be-  Chester  Kneller  has  been 
fore  being  named  national  ad  named  advertising  special 
manager  in  1%2.  He  left  the  projects  manager  of  the 
Arizona  papers  in  1964  to  take  Philadelphia  Evening  and 
a  display  advertising  manager  Sunday  Bulletin. 
post  for  the  World-Herald.  In  He  will  be  responsible  for 
1966,  he  was  named  ad  man-  the  planning,  development  and 
ager  of  the  Omaha  papers  and  execution  of  major  projects 
in  1%8,  was  named  vicepresi-  involving  display  and  classi- 
dent  and  director  of  advertis-  fied  advertising, 
ing.  Kneller  will  report  to  Rich- 

In  1970,  Bartee  also  took  ard  J.  McClennen,  advertising 
charge  of  the  promotion  de-  manager. 

EDITOR  &  PUBLISHER  for  January  22,  1977 


c 


'TOO»"STAfi 

‘*A*®WUJEY 


Atm 


'owwdsuwe 


Newspaper  Logotype 


IN  1976  MORE  THAN  10,000,000 
ROP  AD  LINES  TIED  IN  WITH 

EiyVUlYWEEKiy 


MUCH  OF  IT  WAS  ADVERTISING  THAT  OTHERWISE 
MIGHT  NOT  HAVE  APPEARED  IN  LOCAL  NEWSPAPERS 


Family  Weekly  also  helped 
make  possible  for  these  papers: 

...above-average  circulation  growth 
...increased  circulation  rates 
...enhanced  editorial  popularity 

THAT’S  WHY  328  NEWSPAPERS 
SUBSCRIBE  TO  FAMILY  WEEKLY 

America’s  high-readership  weekend 
coiorgravure  features  magazine 


Last  year  Family  Weekly’s  unique  merchandising  plan, 
“TRIP”  (Tie-in  Retail  Incentive  Program),  stimulated 
the  purchase  by  retailers  of  10,000,000  rop  lines  in 
newspapers  that  distribute  the  magazine.  This  proven 
saies  tool  resulted  in  (an  estimated)  more  than 
$3,100,000  in  additional  revenue  for  papers  tying  in 
with  national  brand  name  ads  appearing  in  Family 
Weekly.  Due  to  this  increased  local  linage,  more  than 
2,500  newspaper  space  salespeople  shared  in  Family 
Weekly  prize  points  redeemed  for  their  choice  of  qual¬ 
ity  merchandise.  And  Family  Weekly’s  “Circulation 
Bonanza”  program  stimulated  nationwide  participa¬ 
tion  by  more  than  250  circulation  managers  and  their 
staffs.  The  25-prize-winning  newspapers  shared  more 
than  $40,000  in  awards  —  50  all-expense  paid  trips  to 
Hawaii.  Last  year  as  in  previous  years.  Family  Weekly 
rated  as  the  highest  scoring  features  section  wherever 
newspapers  conducted  readership  surveys. 


Americans  4th  Largest  Circutation  Magazine 
Amenca’s  Best  Read  Magazine* 

'Dame,  Starch  anrf  Associates  Studies 

FAMILYWEEKLY 

641  Lexington  Avenue,  New  York,  New  York  10022 
(212)980-0300 


More  than  11,000,000  copies  delivered  every  weekend  by  328  Influential  dally  newspapers 
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158,000 

adults  read  the  Tulsa 
World  yesterday! 

133,000 

adults  read  the  Tulsa 
Tribune  yesterday! 

381.000 

adults  read  the  Tulsa 
Sunday  World 
last  Sunday!* 

In  an  SMSA  of  395,000 
adults,  that's  coverage! 

When  yon  want  to  reach 
the  terrific  Tulsa  market, 
use  the  newspapers  Tulsans 
read  and  react  to. 

For  more  information 
about  the  Tulsa  SMSA,  ask 
your  Branham  repre¬ 
sentative  for  a  copy  of 
Tidsa's  new  Belden  Contin¬ 
uing  Market  Study,  or  call 
Roy  Berry,  National  Ad 
Manager  in  Tulsa,  918-583- 
2161. 

"  f  Murkrt  SiihI) 
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St)c  (Tulsn  Sribunc 

morning/evening/stinday 

Two  independent  and  Mparately 
owned  newspaper*  represented 
nationally  by  Branham 
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Newspaper  ad  basics 
explained  in  books 


A  “Guide  to  Newspaper  Ad  Layout” 
originally  developed  by  Columbia  (S.C.) 
Newspapers,  Inc.  to  be  used  in  teaching 
new  sales  personnel  and  local  advertisers 
how  to  properly  layout  ads,  is  now  being 
used  by  newspapers  and  retailers  in  all  50 
states,  as  well  as  by  some  20  colleges  and 
universities. 

The  48-page  handbook,  originally  de¬ 
signed  for  use  by  the  two  Columbia 
Newspapers,  the  Columbia  (S.C.)  State 
and  Record,  was  prepared  by  Don  Wat¬ 
kins,  advertising  art  director  for  Colum¬ 
bia  Newspapers.  The  guide  is  intended  to 
provide  advertisers  and  others  involved 
with  the  preparation  of  newspaper  ads 
and  a  basic  understanding  of  layout  prin-  ^ 
ciples. 

The  booklet  includes  step-by-step 
photographs  of  how  to  prepare  a  layout; 
tips  on  management  of  space  and  art 
elements  to  create  an  effect;  and  some 
“tricks  of  the  trade”  to  show  advertisers 
how  to  adapt  art  service  illustrations  and 
headings  to  fit  the  needs  of  a  given  ad. 

Copies  are  priced  at  $3  each  for  the 
first  11  copies  ordered;  $2  each  for 
12-1(X)  copies  and  $1 .80  each  for  over  100 
copies.  They  can  be  obtained  by  writing 
the  Columbia  Newspapers,  Inc.,  P.O. 
Box  1333,  Columbia,  S.C. 

*  ♦  ♦ 

Texas  Press  Association  (718  West 
5th,  Austin,  Texas,  78701)  is  offering  for 
sale  at  $13.50  each  a  textbook  that  was 
used  in  the  group’s  recently  completed 
Advertising  Short  Course. 

Titled  “How  to  Create  Newspaper 
Advertising  That  Moves  Merchandise,” 
the  204-page  textbook  was  written  for 
the  short  course  by  C.  Dennis  Schick, 
advertising  professor  at  the  University  of 
Texas. 

Dr.  Schick  has  had  nearly  20  years  of 
newspaper  advertising  experience  and 
consulting.  He  has  worked  for  news¬ 
papers  in  Texas,  Illinois  and  Oklahoma 
and  has  consulted  with  press  associa¬ 
tions  in  those  states.  His  Ph.D.  disserta¬ 
tion  was  on  newspaper  marketing. 

The  textbook  includes  10  chapters. 
These  are  (I)  Essentials  of  a  good 
advertisement,  (2)  Planning  and  re¬ 
search,  (3)  Creation  of  advertising  ideas, 
(4)  Elements  of  advertisements,  (5)  Lay¬ 
outs  and  illustrations,  (6)  Headlines,  (7) 
Copy,  (8)  Graphics,  (9)  Special  retail  op¬ 
portunities  and  (10)  Selling  newspaper 
advertising. 

It  also  includes  an  extensive  glossary 
of  newspaper  and  related  terms,  a  listing 
of  newspaper  advertising  clip  and  ser¬ 
vices,  and  a  listing  of  advertising  organi¬ 
zations. 

Some  40  pages  of  the  textbook  are  de¬ 


voted  to  illustrations  of  actual  newspaper 
advertisements.  These  are  useful  to 
show  points  made  throughout  the  text, 
and  to  provide  a  portfolio  of  ideas  to 
stimulate  other  advertisements. 

“Enthusiasm  for  the  textbook  has 
been  so  great,”  according  to  TPA  ex¬ 
ecutive  director  Lyndell  Williams,  “dtat 
we  wanted  to  make  it  available  to  all' 
our  newspapers.” 

Several  publishers  already  have  or¬ 
dered  multiple  copies  for  their  staffs. 
There  are  only  a  limited  number  of. 
copies  left. 

“The  textbook  in  no  way  is  meant  to 
replace  the  short  course,”  says  Schick. 
“It  presents  the  basics  upon  which  we 
build  and  expand  in  the  course.  Besides, 
no  book  can  ever  replace  the  personal, 
one-to-one  relationships  involving 
people.” 

Schick  concluded,  “The  textbook  is 
'  for  both  beginners  and  veterans  of  news¬ 
paper  advertising.  We  all  need  updating, 
review  and  regular  stimulation  to  main- 
,tain  a  high  level  of  sales  and  creative 
performance.  That  is  the  purpose  of  this 
book.” 

Hi  *  Hf 

Advertising  sales  staff  recruits  without 
training  in  copy  and  layouts  now  have  a 
practical  workbook  available  to  assist 
them  in  experimenting  in  writing  copy 
and  doing  layouts. 

“Advertising  Layouts — Working  Ad 
Kit”  has  been  written  and  published  by 
Larry  Notman,  P.O.  Box  62,  Hutchin¬ 
son,  Minn.  55350. 

After  an  introduction  and  instructions 
the  kit  contains  20  exercises  written 'in 
narrative  form.  Each  leads  to  a  typical 
advertisement  a  salesman  on  a  commun¬ 
ity  newspaper  will  work  on — the  pan¬ 
cake  breakfast,  an  air  show,  a  civic 
celebration,  clothing  stores,  fabric 
stores,  shoe  stores,  hardware  dealers, 
auto  dealers,  paint  and  carpet  stores,  and 
a  furniture  store. 

The  exercises  give  information  as  ob¬ 
tained  from  the  advertiser,  show  leading 
questions  to  obtain  more  information, 
and  lead  to  a  decision  about  the  size  of 
the  ad. 

Two  pages  of  store  signatures  are  pro¬ 
vided  and  there  are  hints  about  where  to 
find  illustrations  for  the  ads.  There  are  46 
quarter-page  layout  sheets  for  use  in 
preparing  ads. 

The  8 Vi  X  11"  book  is  stapled  but  also  is 
punched  for  insertion  in  a  standard  three 
ring  notebook  for  ease  in  use. 

Sample  copies  are  available  from 
Notman,  P.O.  Box  62,  Hutchinson,  MN. 
55350,  for  $4  ($3  plus  postage  and  handl¬ 
ing). 
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George  Brannon,  advertising  manager 
of  the  Lake  City  (Fla.)  Reporter — 
promoted  to  general  manager  with  over¬ 
all  responsibility  for  production.  He 
started  in  1975  as  a  management  trainee. 

Howard  Hall,  sales  representative  of 
the  Gainesville  (Fla.)  Sun — named  ad¬ 
vertising  manager  of  the  Reporter,  suc¬ 
ceeding  Brannon,  with  responsibility  for 
both  classified  and  retail  sales. 

♦  *  * 

Richard  G.  Chase,  formerly  circula¬ 
tion  promotion  director  of  the  Register 
Publishing  Co.,  New  Haven,  Conn. — 
joined  Church  Rickards,  Whitlock  & 
Co.,  Inc.  as  account  representative  in 
several  midwest  states. 

*  ♦  ♦ 

Jeannie  Morris,  author  and  sports 
broadcaster — now  writing  a  weekly  gen¬ 
eral  sports  column  for  the  Chicago  Daily 
News. 

^  9fc 

James  Lewis — to  publisher  of  the 
Freeport  (111.)  Journal-Standard,  upon 
the  resignation  of  co-publisher  Heinz  K. 
Vaterlaus.  Lewis  has  been  general  man¬ 
ager  of  the  Hammond  (Ind.)  Times. 

*  *  * 

Carrick  Heiskell  Patterson — became 
executive  editor  of  the  Arkansas  Gazette 
January  1.  Robert  R.  Douglas  continues 
as  managing  editor. 

♦  *  * 

Lou  Cartwright — named  general 
manager  of  the  Natchez  (Miss.)  Demo¬ 
crat.  Cartwright  has  been  circulation 
manager  of  the  Auburn  Bulletin,  a  sister 
paper. 

*  *  * 

Kip  Jamison — to  public  relations  direc¬ 
tor  of  Field  Enterprises  Inc.  from  public 
relations  manager. 

:t;  9|c 

Peter  A.  Derow,  president  of  News¬ 
week,  Inc. — elected  a  director  of  the 
Washington  Post  Company. 

♦  *  * 

Jack  Miller,  a  Los  Angeles  Times 
veteran  of  20  years — promoted  to 
make-up  supervisor,  succeeding  Frank 
Thiei.en,  who  retired  January  15  after  46 
years  with  the  Times. 

♦  *  * 


28 


Mrs.  Poynter  named 
ed  coordinator 

Marion  K.  Poynter  is  the  first  coor¬ 
dinator  of  educational  activities  for 
Semit  Corporation,  a  St.  Petersburg,  Fla. 
subsidiary  of  the  Times  Publishing  Com¬ 
pany,  publisher  of  the  St.  Petersburg 
Times  and  Evening  Independent.  Semit 
does  research  and  production  projects 
for  the  film,  broadcasting  and  print 
media. 

Mrs.  Poynter  was  a  research-editorial 
writer  for  the  St.  Petersburg  Times  be¬ 
fore  she  married  Times  board  chairman 
Nelson  Poynter  in  1970.  She  is  a  Vassar 
College  graduate  with  a  degree  in  child 
study  and  worked  in  New  York  for 
Time-Life,  for  the  federal  government  in 
Washington  as  a  writer-researcher  and  as 
a  film  and  tape  editor-producer  in  the 
foreign  language  study  field. 

J.  Richard  Toren — from  editor  of  the 
Morgantown  (W.Va.)  Dominion-Post  to 
associate  director  of  university  relations 
at  West  Virginia  University,  Morgan¬ 
town. 

9te  Jtc  :te 

WiNTHROP  Knowlton,  president  of 
Harper  &  Row,  Publishers,  Inc.,  New 
York — elected  to  the  board  of  the  Min¬ 
neapolis  Star  and  Tribune  Company.  The 
company  owns  28%  of  Harper’s  common 
stock. 

^  ^ 

Keith  Graham,  managing  editor  of 
This  Week,  Peachtree  City,  Georgia — 
promoted  to  editor.  Owner  James  C. 
Booth  Jr.,  who  has  been  serving  as  pub¬ 
lisher  and  editor,  remains  as  publisher. 

3)c  4c 

Evan  M.  Davis — to  media  specialist 
with  the  University  of  Wisconsin  News 
Service,  Madison,  with  responsibility  for 
the  dean  of  students’  office  and  related 
departments.  He  was  editor  of  the 
Baraboo  (Wis.)  News  Republic  from 
May,  1974,  and  at  Wisconsin,  replaces 
Karl  S.  Gutknecht,  now  information  di¬ 
rector  at  Beloit  College. 

*  *  ♦ 

Keith  M.  Wood,  formerly  circulation 
manager  of  the  Manhattan  (Kans.) 
Mercury — to  circulation  manager  for  the 
St.  Joseph  (Mo.)  News-Press  and 
Gazette.  Wood  is  a  vicepresident  of  the 
Midwest  Circulation  Management  As¬ 
sociation. 

George  R.  Ramsel.  acting  circulation 
manager  of  the  News-Press  and 
Gazette — to  country  circulation  man¬ 
ager. 

♦  *  * 

Pat  Faiella,  general  manager  of  Qual¬ 
ity  Weeklies,  Upper  Montclair,  New  Jer¬ 
sey,  representative  for  53  suburban 
newspapers  in  Northern  New  Jersey — 
retired.  Bob  Fath,  formerly  with  the 
Elizabeth  (N.J.)  Daily  Journal,  succeeds 
Faiella. 


Newspeople 

Ethridge  will  teach 
in  South  Carolina 

Mark  F.  Ethridge  Jr.  will  be  a  visiting 
faculty  member  this  spring  and  summer 
at  the  University  of  South  Carolina  Col¬ 
lege  of  Journalism,  Columbia. 

Ethridge,  former  editor  and  vicepresi¬ 
dent  of  the  Akron  (Ohio)  Beacon  Jour¬ 
nal,  will  teach  courses  in  law  and  ethics. 

Also  on  the  visiting  faculty  this  spring 
is  Dr.  Wayne  A.  Danielson,  dean  of  the 
School  of  Communications  at  the  Uni¬ 
versity  of  Texas  in  Austin. 


Joe  Grippando — ^joined  Cleveland 
based  ComCorp  Sun  Newspapers  as 
production  director.  He  was  formerly  as¬ 
sociated  with  Metropolitan  Printing  Co., 
Elk  Grove,  Illinois,  a  subsidiary  of  Field 
Enterprises. 

4e  4c  4e 

Tom  Wilt — to  assistant  to  the  editor  of 
the  Pontiac  (Mich.)  Oakland  Press  from 
night  metro  editor  of  the  Camden  (N.J.) 
Courier-Post. 

4c  4e  4c 

James  W.  Collins,  production  man¬ 
ager  of  the  Quincy  (Ill.)  Herald-Whig — 
also  named  business  manager.  Prior  to 
joining  the  newspaper  in  1973  he  was 
composing  room  foreman  and  assistant 
to  the  production  manager  of  the  Rock 
Island  (III.)  Argus. 

4c  4c  4c 

Jane  Maroney,  city  editor  of  the 
Springfield  (Mass.)  Union  and  Sunday 
Republican — promoted  to  associate 
editor  of  the  newspapers. 

Tom  Haggerty,  copy  chief — named 
executive  city  editor  and  Stephen  J.  Pap¬ 
pas,  night  city  editor — moved  up  to  day 
city  editor. 

4c  4c  4c 

Walter  Albro,  former  reporter,  de¬ 
funct  Hartford  Times — to  New  Britain 
(Conn.)  Herald  as  reporter. 

♦  *  * 

Karol  Stonger,  for  the  past  seven 
years  a  member  of  the  New  York  sports 
staff — appointed  assistant  editor  of  AP 
Newsfeatures. 

4c  4c  4c 

Will  Cloney — retired  after  20  years  as 
vicepresident-public  relations  for  Key¬ 
stone  Custodian  Funds,  Inc.  A  former 
sportswriter  and  editor  of  the  Boston 
Herald  and  Boston  Post,  he  will  continue 
as  director  of  the  world-famous  Boston 
Marathon. 

4c  4c  4c 

Roger  Foil,  publisher  of  the  Pryor 
(Okla.)  Daily  Times  and  previously  with 
Harte-Hanks  newspapers  in  Texas — 
named  advertising  director  of  the  Pauls 
Valley,  (Okla.)  Daily  Democrat. 
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in  the  news 


Vance  picks  Gelb 

Leslie  H.  Gelb,  a  diplomatic  corres¬ 
pondent  for  the  New  York  Times,  has 
been  chosen  by  Secretary  of  State- 
designate  Cyrus  R.  Vance  to  serve  as 
director  of  the  State  Department’s 
bureau  of  politico-military  affairs.  Gelb, 
who  joined  the  Times  in  1973,  previously 
worked  at  the  Brookings  Institution  and 
the  Office  of  International  Security  Af¬ 
fairs  in  the  Department  of  Defense. 

• 

Ronald  C.  Davis — to  the  Georgia 
Commercial  Post,  Atlanta  as  editor. 
Davis  formerly  was  editor  of  the  South¬ 
ern  Banker  and  executive  editor  of  the 
World  Trade  Journal,  both  McFadden 
Business  Publications.  Earlier  he  was  on 
the  staff  of  the  Greenville  (S.C.)  News- 
Piedmont. 

*  4:  * 

Thomas  E.  McElroy — joined  Hickey- 
Mitchell  Company  St.  Louis,  as  a  repre¬ 
sentative  in  the  territory  formerly  served 
by  J  Richard  Irvin,  including  the  Upper 
Midwest,  Iowa  and  Colorado.  Irvin  has 
retired  after  20  years  with  the  company 
and  recently  was  made  an  honorary  life 
member  of  Northern  States  Circulation 
Managers  Association — the  first  associ¬ 
ate  to  be  so  honored  in  this  way  in  the 
organization's  history. 

McElroy  most  recently  was  general 
manager  of  the  Arabian  Horse  Journal, 
Grand  Junction,  Colorado. 

Hfi  tllfi  Hi 

George  A.  Scott,  editor  of  the  Clear¬ 
field  (Pa.)  Progress  for  the  past  28 
years — retired.  During  his  48-year  news¬ 
paper  career  Scott  also  worked  for  the 
Punxsutawney  (Pa.)  Spirit,  State  College 
(Pa.)  Centre  Daily  Times,  Associated 
Press  and  Tyrone  (Pa.)  Daily  Herald. 
Succeeding  Scott  as  editor  of  the  Prog¬ 
ress  is  managing  editor  Leland  B. 
Mather,  Jr.,  30-year  veteran  at  the 
newspaper.  Mrs.  Jean  Natoli — moves 
up  from  copy  editor  to  managing  editor 
and  Ms.  Kathleen  S.  Wolford — added 
to  the  news  staff. 

Milwaukee  promotions 

SiG  Gissler — moves  to  editorial  page 
editor  of  the  Milwaukee  Journal  and 
George  Lockwood — appointed  assistant 
managing  editor-feature  sections.  Gis¬ 
sler,  an  editorial  writer  succeeds  John 
Reddin,  who  continues  as  an  editorial 
writer.  Gissler  was  executive  editor  of 
the  Waukegan  (111.)  News-Sun  before 
joining  the  Journal  in  1%7  as  a  reporter, 
moving  to  editorial  writer  in  1%8. 

Lockwood  was  special  sections  editor 
and  has  served  as  editor  of  the  old  Pic¬ 
ture  Journal,  picture  editor,  editor  of  In¬ 
sight  since  joining  the  paper  in  1956. 
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Burton  W.  Swayze — named  photo 
editor  of  the  Allentown  (Pa.)  Morning 
Call  and  Sunday  Call-Chronicle.  He  will 
be  assisted  by  two  deputy  photo  editors, 
Robert  L.  Houck  and  Telford 
Toulomelis.  Swayze  has  been  with  the 
Call-Chronicle  Newspapers  since  1%8 
working  under  chief  photographer  Mil- 
ton  Rockmaker.  Toulomelis  has  been  a 
photo  shift  chief  since  1957  and  Houck  a 
photographer  with  the  newspapers  since 
1958. 

Jimmy  Correu — named  assistant  to  the 
production  manager  of  the  Dallas  Morn¬ 
ing  News.  He  will  assist  News  produc¬ 
tion  manager  Bob  Harrison  in  overall 
operations.  Correau  has  been  technical 
director  of  Inland  Newspaper  Machinery 
Company,  Lenexa,  Kansas  and  prior  to 
that  was  with  Harte-Hanks  Newspapers. 

H  H  H 

Bruce  Page,  retail  advertising  sales¬ 
man  of  the  Angleton  (Tex.)  Times — 
named  retail  advertising  manager. 

*  *  * 

The  publisher  of  the  Clearfield  (Pa.) 
Progress,  William  K.  Ulerich,  has  an¬ 
nounced  retirement  of  editor  George  A. 
Scott  and  promotion  to  two  staff  mem¬ 
bers.  Scott,  editor  since  1948,  continues 
as  editor  emeritus  and  consultant  to 
Ulerich  and  will  write  several  weekly 
columns. 

Leland  B.  Mather,  Jr.  managing 
editor  since  1955 — succeeds  Scott  as 
editor.  Jean  Natoli,  copy  editor  and  12- 
year  staff  member — succeeds  Mather  in 
the  managing  editor’s  post.  Mather 
joined  the  Progress  as  a  sports  writer  in 
1946  in  Clearfield.  Mrs.  Natoli  first 
worked  for  the  Progress  from  1946-48  in 
the  Philipsburg  bureau  and  returned  to 
fulltime  duty  in  1%6. 

H  H  H 

Francis  J.  O’Connor,  publisher,  Ham¬ 
den  (Conn.)  Chronicle — was  designated 
“Citizen  of  the  Year’’  at  a  Hamden 
Chamber  of  Commerce  dinner  January 
21.  With  the  newspaper  since  1950,  he  is 
being  honored  “for  his  years  of  out¬ 
standing  service  to  the  community.” 

*  *  * 

Harold  Jonesbury,  advertising  sales¬ 
man,  now-defunct  Hartford  (Conn.) 
Times,  to  Bristol  (Conn.)  Press,  in  simi¬ 
lar  position. 

H  H  H 

Ronald  Dundin,  staff  photographer, 
now-defunct  Hartford  Times — opened 
Studio  “D”  Productions,  photographic 
arts  service,  in  West  Hartford. 

*  *  * 

William  F.  Dougherty — named  edito¬ 
rial  writer  for  the  New  Bedford  (Mass.) 
Standard-Times.  He  was  formerly  chief 
editorial  writer  for  the  Nashua  (N.H.) 
Telegraph  and  also  served  in  the  same 
capacity  with  the  Boston  Herald 
Traveler,  New  Haven  (Conn.)  Register 
and  the  Hartford  (Conn.)  Times. 


Ken  MacDonald 
retires 

Kenneth  MacDonald,  editorial  chair¬ 
man  and  vicepresident  of  the  Des  Moines 
Register  and  Tribune,  retired  December 
31  after  more  than  50  years  with  those 
newspapers.  MacDonald,  71,  had  been 
head  of  the  news  operation  for  almost  40 
of  those  years.  From  1960  to  1970  he  was 
also  publisher  and  chief  operating  of¬ 
ficer.  He  relinquished  those  titles  to 
David  Kruidenier  and  turned  over  the 
title  of  editor  to  Michael  Gartner  a  year 
ago. 

MacDonald  was  only  the  third  person 
to  be  editor  of  the  Register  and  Tribune 
since  the  Cowles  family  purchased  the 
newspapers  in  1903.  During  his  tenure, 
12  staff  members  won  Pulitzer  Prizes. 

Asked  what  his  most  difficult  job  was, 
MacDonald  said  it  was  achieving  reader 
understanding.  “It’s  extremely  difficult 
to  get  people  to  understand  and  accept 
the  concept  that  the  real  function  of  a 
newspaper  is  news  coverage  and  that  it 
isn’t  to  be  for  or  against  anything.” 

• 

Solomon  B.  Watson  IV — named  assis¬ 
tant  secretary  of  The  New  York  Times 
Company  and  Katharine  P.  Darrow — 
appointed  assistant  general  attorney. 
Watson  joined  the  Times  in  December, 
1974  from  the  Boston  law  firm  of  Bing¬ 
ham,  Dana  &  Gould.  Mrs  Darrow,  who 
will  serve  as  managing  attorney  for  the 
legal  department  of  the  Times,  joined  the 
company  in  January,  1970. 

H  H  H 

Three  promotions  in  the  advertising 
department  of  the  Gwinnett  (Ga.)  Daily 
News  have  been  announced: 

Gary  R.  Baker,  former  classified  ad¬ 
vertising  manager — named  vicepresident 
and  director  of  advertising  sales. 

Myles  Godfrey,  retail  advertising 
director — assigned  additional  duties  as 
promotion  director. 

George  Kemp — named  classified  ad¬ 
vertising  director. 

*  *  ♦ 


Ralph  Katz— joins  Foote,  Cone  and 
Belding,  Chicago,  as  a  media  supervisor 
February  1.  He  was  previously  co-media 
director  with  the  Campbell-Mithun 
Agency,  Chicago.  Prior  to  that,  he 
worked  in  the  merchandising  department 
of  the  Chicago  Sun  Times/Daily  News. 

( Continued  on  page  30) 
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News  people 

(Continued  from  page  29) 


Jean  Arras — named  supervisor  of 
apparel/fashion  publicity  for  Celanese 
Fibers  Marketing  Company.  Her 
background  includes  retail  management, 
public  relations  and  fashion  editor  of 
Family  Circle  Magazine  and  fashion  and 
beauty  editor  for  Gannett  newspapers. 
Most  recently  she  was  women’s  editor  of 
TV  Guide. 

♦  *  * 

RicharuGraf,  former York  Times 
writer — appointed  news  director, 
WNAC-TV,  Boston. 

*  *  * 

Chris  Lydon,  former  national  political 
reporter.  New  York  Times — assigned  to 
cover  state  and  national  politics  for 
WGBH-TV,  Boston,  and  for  other  major 
city  public  TV  stations  airing  daily  news 
programs. 

sie  ic  :{c 

Gary  E.  Rutkowski,  managing 
editor — to  editor  and  assistant  general 
manager,  Vermont  Publishing  Corpora¬ 
tion,  publisher,  afternoon  St.  Alhans 
(Vt.)  Daily  Messenger,  succeeding  Clif¬ 
ton  R.  Noyes,  who  becomes  vice- 
president,  administration,  Union-Leader 
Corporation,  publisher,  Manchester 
(N.H.)  Union- Leader  and  New  Hamp¬ 
shire  Sunday  News.  Ronald  J.  Longto, 
managing  editor,  defunct  Vermont  Sun¬ 
day  News,  Burlington — succeeds 
Rutkowski  as  managing  editor,  Vermont 
lAiblishing. 

*  ♦  * 

Robert  Cochran — appointed  editor  of 
the  Mount  Pleasant  (Mich.)  Daily 
Times-News.  He  was  editor  of  The  As¬ 
sociated  Newspapers,  a  five-paper 
weekly  newspaper  group  (Wayne, 
Michigan)  recently  sold  by  Panax  Corpo¬ 
ration  and  before  that  was  with  The  Mel¬ 
ius  Newspapers  based  in  Lincoln  Park, 
Michigan  for  six  years. 

3|(  ^  sk 

Edward  C.  Campbei.l,  at.  Louis  dis¬ 
trict  advertising  manager  for  The  Sport¬ 
ing  News — promoted  to  midwest  reg¬ 


ional  advertising  manager  with  head¬ 
quarters  in  Chicago.  Campbell  joined 
The  Sporting  News  in  1974  from  national 
advertising  manager  of  the  Sj.  Louis 
Post-Dispatch. 

*  *  * 

Larry  Weil,  an  account  executive 
with  the  Gannett  Rochester  Newspapers 
retail  sales  staff — named  advertising  di¬ 
rector  of  the  Saratogian  in  Saratoga 
Springs,  N.Y.  Weil  joined  Gannett 
Rochester  Newspapers  in  May,  1975. 

*  *  * 

Cynthia  S.  Kallman,  editor  of  “Get 
Help!  Tell  It  to  George"  consumer  col¬ 
umn  in  defunct  Hartford  Times — 
resumed  her  column  in  the  Vernon 
(Conn.)  Journal-Inquirer. 

:1c  ^  j{c 

George  Glazer — named  president  of 
A.  A.  Schechter  Associates,  Inc.,  a  sub¬ 
sidiary  of  Hill  and  Knowlton.  He  suc¬ 
ceeds  A.  A.  Schechter,  who  becomes 
chairman.  Glazer  has  been  with  the  or¬ 
ganization  since  1%L  Previously  he  held 
editorial  positions  with  Pennsylvania 
newspapers  and  the  Associated  Press. 

*  ♦  * 

Charles  E.  Hyson  and  James  H. 
Edelson — ^to  purchasing  agent  and  pric¬ 
ing  manager,  respectively,  of  Providence 
Gravure,  Inc.,  subsidiary  of  the  Provi¬ 
dence  (R.l.)  Journal  Co. 

♦  *  * 

R.  John  Van  Kleeck,  publisher  of  the 
Middletown  (N.Y.)  Times-Herald — 
appointed  president  of  Orange  County 
Publications,  which  publishes  the  news¬ 
paper.  He  will  continue  as  publisher. 
Van  Kleeck  has  been  associated  with  Ot- 
taway  Newspapers  since  1947  in  report¬ 
ing,  news  executive  and  management 
positions  except  for  an  eight-year  period 
when  he  owned  and  managed  weekly 
newspapers  in  upstate  New  York. 

♦  *  ♦ 

Jean  Auction  of  the  daily  Montreal 
Matin — elected  1977  president  of  the 
Montreal  chapter  of  the  Baseball  Writers 
Association  of  America.  Ian  Mac¬ 
Donald,  Montreal  Gazette — re-elected 
vicepresident  and  Larry  Fredericks, 
United  Press  International,  re-elected 
secretary. 


Farm  news  writers 
cited  for  stories 

Bob  Buyer  of  the  Buffalo  Evening 
News,  Mary  Ognibene  of  the  Niagara 
Gazette  and  Jean  Willis  of  the  Cortland 
Standard  are  the  winners  in  the  Third 
Annual  Journalism  Competition  of  the 
New  York  State  Agricultural  Society. 

Buyer  has  received  the  first  prize  of 
$200  for  his  article,  “Going,  Going, 
Gone — 50  Years  As  a  Farmer.”  Og¬ 
nibene  has  received  the  second  prize  of 
$100  (articles  category)  for  her  story, 
“Extension  Aids  Niagara  Farms.”  She 
took  the  first  prize  in  the  Society’s  last 
competition.  Willis  was  given  the  sec¬ 
ond  prize  of  $100  (sections  category)  for 
her  June  Is  Dairy  Month  Section,  1976. 
The  prizes  were  awarded  at  the  Socie¬ 
ty’s  annual  meeting  luncheon  January  6. 

The  Society  offers  these  awards  to  en¬ 
courage  the  positive  reporting  of  New 
York  State  agriculture. 

• 

Communications  vp 
named  by  Chamber 

Appointment  of  Dr.  Carl  Grant  as 
vicepresident  of  communications  for  the 
Chamber  of  Commerce  of  the  United 
States  was  announced  by  Chamber  pres¬ 
ident  Dr.  Richard  L.  Lesher. 

Grant  will  be  responsible  for  the 
magazine  Nation’s  Business:  for 
“What’s  the  Issue?,”  a  weekly  radio 
network  program  distributed  to  more 
than  5(X)  Mutual  Broadcasting  System 
stations  and  to  more  than  300  indepen¬ 
dent  stations;  for  “Enterprise,”  an  in¬ 
terview  program  made  available  to 
numerous  cable  television  outlets;  and 
for  Washington  Report,  a  bi-weekly 
newsletter  reaching  more  than  250,000 
subscribers. 

Formerly,  Grant  served  as  a  television 
news  executive  and  as  director  of  public 
affairs  for  the  U.S.  General  Services 
Administration — the  business  manage¬ 
ment  arm  of  the  federal  government. 

Roanoke,  Va.  daily 
names  ad  director 

The  appointment  of  William  C.  Eisen- 
beiss  to  advertising  director  of  the 
Roanoke  (Va.)  Times  and  World-News 
was  announced  by  Robert  D.  Benson, 
president. 

He  will  succeed  William  M.  Snider, 
vicepresident  and  advertising  director. 
Snider  will  retire  February  1 . 

Eisenbeiss  became  assistant  advertis¬ 
ing  director  in  March,  1976.  Prior  to  that 
he  was  general  manager  of  the  Carroll 
County  (Md.)  Times  and  Centaur  Press. 
Before  joining  the  Maryland  newspaper, 
he  was  advertising  manager  of  the  Vir¬ 
ginia  Beach  Beacon. 
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- - - -  - - - - 

You  probably  can't  understand  it! 

It's  common  knowledge  that  insurance  policies  are  confusing  to  most  and  incomprehensible  to  many.  So,  we've 
developed  a  free  set  of  Information  booklets  on  property  and  casualty  insurance.  We're  not  "puffing"  Kemper  in  these 
books;  they  explain  the  fine  print  in  everyday  language  with  no  sales  pitch. 

If  you  ever  have  occasion  to  write  a  story  about  insurance,  this  material  could  be  a  useful  resource.  You  might  even 
find  them  valuable  personally. 

We're  inviting  you  to  try  a  set,  and  if  you  think  they'll  be  helpful  to  consumers,  you  can  offer  them  free  to  the  public. 

If  you  have  questions  not  answered  in  their  pages,  call  our  News  Chief,  Don  Ruhter,  collect,  at  312-540-2518. 
Meanwhile,  back  at  the  office,  the  insurance  industry  is  working  on  simplified  insurance  policies  that  will  be 
somewhat  easier  to  read  and  to  understand.  Frankly,  we  think  consumer  education  is  good  business.  And  just 
as  important,  it  can  save  the  public  a  lot  of  time  and  trouble,  and  perhaps  some  money. 


Please  send  me  your  set  of  insurance  information 
booklets. 


Name 

Address 


City _ 

State _ Zip 


We're  leading  the  charge  for  consumer  education. 


Return  to:  Kemper  Insurance  Companies 
Communications  &  Public  Affairs,  D-1 
Long  Grove,  I L  60049 


Checkpoints  for  planning 
an  increase  in  ad  rates 


By  Thomas  H.  Wood 

Any  change  in  advertising  rates  should 
be  preceded,  wherever  possible,  by  suf¬ 
ficient  study  to  determine  your  needs 
and  the  consequences  of  proposed 
changes. 

Part  One  of  this  study  should  deal  with 
actual  rates,  including  discount 
schedules. 

Part  Two  should  involve  administra¬ 
tive  rules  for  applying  those  rates,  to 
answer  questions  like; 

•  What  customers  are  qualified  for  re¬ 
tail  rates? 

•  How  do  we  accumulate  space  for 
bulk  discount? 

•  Do  consecutive  insertion  discounts 
apply  only  to  the  same  ad? 

Consistent  adaptations 

One  reason  for  profound  consideration 
before  we  alter  our  rate  policies  is  that 
the  pressure  of  competitive  selling  may 
require  us  to  adapt.  If  that  happens,  it's 
imperative  for  us  to  adapt  in  a  consistent 
way,  so  we  can  tell  our  customers  the 
logic  on  which  our  rates  and  admin¬ 
istrative  rules  are  based.  Nothing  irri¬ 
tates  a  customer  more  than  being  told 
that,  because  he  is  in  the  real  estate  busi¬ 
ness,  he  can  only  advertise  at  classified 
rates.  That  doesn't  have  any  logic  to 
him,  and  he  doesn't  understand  it — 
especially  if  he  feels  the  rate  schedule  is 
too  high,  anyway. 

We  can  reasonably  expect  a  number  of 
advertiser  requests  for  special  rate  struc¬ 
tures  and  for  physical  and  display  flexi¬ 
bility,  plus  alteration  of  other  standards, 
some  of  which  may  have  been  in  effect 
for  50  or  60  years.  While  we  can't  forsee 
all  requests,  our  rules  and  regulations 
should  not  be  so  inflexible  that  they  bar 
any  departure  from  principles  laid  down. 
We  should  have  some  basic  rating  plans 
and  policy  guidelines  for  how  those  plans 
are  to  be  administered,  for  as  many  ad¬ 
vertiser  requests  as  we  can  anticipate. 
And  we  must  be  prepared  to  respond, 
hopefully  within  some  consistent  policy 
guidelines,  to  other  requests  that  don't  fit 
the  specific  rules. 

In  addition  to  developing  a  plan  for  the 
next  or  upcoming  rate  increase,  a  proce¬ 
dure  with  which  most  of  us  are  familiar. 


(This  article,  by  Thomas  H.  Wood, 
executive  vicepresident  and  general  man¬ 
ager,  Atlanta  Journal  and  Constitution, 
appeared  in  the  January  1976  issue  of  the 
the  Newspaper  Controller,  the  monthly- 
paper  for  members  of  the  Institute  of 
Newspaper  Controllers  and  Finance 
Officers.  On  January  1,  Wood  became 
president  of  Atlanta  Newspapers. 
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we  must  prepare  a  long-term  plan,  say 
three  or  four  years  out.  This  is  essential, 
because  significant  changes  in  the  rate 
schedule  can  severely  affect  an  adver¬ 
tiser  or  group  of  advertisers. 

The  bulk  discount  for  retail  is  a  good 
example.  Let's  say  you  analyze  it  and 
decide  that  the  end  of  the  schedule  drops 
off  at  a  much  sharper  rate  than  it  should, 
considering  the  high  cost  of  newsprint, 
or  that  it  drops  off  at  a  sharper  rate  than 
the  normal  slope  of  the  discount  curve. 
So  you're  going  to  bring  that  end  of  the 
discount  schedule  up  to  the  standard 
slope  of  the  curve. 

If  you  do  that  in  one  year,  you  might 
raise  the  advertisers'  rates  by  25%  to 
30%.  If  you  do  that,  you  can  bet  that  for 
some  period  of  time  they  will  cut  your 
business  drastically.  So  what  you  need  is 
a  long-term  plan  which  defines  the  target 
and  lets  you  achieve  the  adjustment  over 
a  series  of  rate  increases,  rather  than 
with  just  one. 

Most  of  us,  with  some  possible  excep¬ 
tions,  start  with  a  flat  rate  for  a  particular 
type  of  advertiser — retail,  classified, 
Sunday  magazine,  etc.  From  that  flat 
rate  we  offer  certain  discounts,  based  on 
volume  or  on  multiple  insertion,  or  a 
combination  of  both.  One  must  look  hard 
at  those  discount  schedules  and  ask  “Is 
the  philosophy  on  which  this  discount  is 
based  still  good  today?" 

Some  schedules  outmoded 

At  the  Journal  and  Constitution,  some 
of  the  rate  schedules  stem  from  a 
philosophy  that  was  developed  when 
composition  costs  were  very  high  and 
newsprint,  in  percentage  terms,  was 
lower.  We  developed  insertion  discounts 
for  classified  based  on  the  idea  that  if  we 
didn't  have  to  reset  it,  we  saved  a  lot  of 
money.  I'm  not  sure  that's  still  valid. 
Whether  or  not,  someone  must  look  at 
the  discount  schedules  and  say  “Yes, 
they  are  still  valid;  they  do  bear  some 
relation  to  what  it  costs  to  produce  the 
ad.  The  gross  profit  margin  for  ads  that 
are  run  on  the  lower  end  of  the  scale  is  in 
line  with  our  goals.  Those  which  are  run 
on  the  higher  end  of  the  scale  are  not 
priced  so  high  that  they  unduly  restrict 
volume.” 

One  has  to  be  careful  with  gross  profit 
margins  and  how  to  determine  them. 
When  analyzing  advertising  rates  of  this 
type,  we  can't  rely  on  average  produc¬ 
tion  costs.  For  example,  let's  say  you 
require  a  certain  workforce  to  handle  the 
peak  of  your  news  copy  flow,  while  at 
other  times  during  the  shift  these  men  are 
available  to  compose  advertising.  If  you 
eliminate  20%  of  your  classified  advertis¬ 


ing  by  raising  the  rates,  how  much  of 
your  workforce  do  you  eliminate — 20%, 
15%,  5%  or  none? 

After  looking  at  your  costs,  probably 
the  next  thing  to  be  considered  is  the 
demand  for  advertising  in  general  or  for  a 
particular  class  of  ad.  What  will  the  traf¬ 
fic  bear,  in  terms  of  the  volume  level  you 
hope  to  achieve?  Demand  is  a  function  of 
several  things,  two  of  which  deserve 
special  mention  here. 

Consider  competition 

For  one  thing,  demand  is  a  function  of 
the  competition  for  those  advertising  dol¬ 
lars.  That  competition  may  be  from  out¬ 
side  sources,  or  it  may  be  from  other 
products  that  you  print.  An  ad  rate  is  like 
a  plate  of  spaghetti:  move  one  noodle 
and  the  whole  portion  shifts  a  little  bit.  If 
you  raise  your  classified  rates  a  signific¬ 
ant  percent,  then  classified  display 
rates — assuming  they  are  rated  on  the 
same  schedule  as  liner  ads — become 
grossly  overpriced  in  relation  to  retail 
display  rates.  You  may  have  a  wholesale 
shifting  of  business  from  your  classified 
section  to  other  parts  of  the  paper.  You 
have  to  consider  the  competition  from 
outside  sources,  as  well  as  that  from 
other  parts  of  your  newspaper. 

The  other  major  factor  that  affects 
demand  is  efficiency  of  the  rates  and 
their  ability  to  ring  the  advertiser's  cash 
register.  Your  advertisers  are  interested 
in  only  one  thing — results.  They  want  to 
buy  results:  they  don't  want  to  buy  circu¬ 
lation,  or  exposure.  We  talk  a  lot  about 
readership  versus  circulation,  but  adver¬ 
tisers  don't  even  want  to  buy  readership. 
All  they  want  to  buy  is  results. 

We  can  sell  a  new  advertiser  on  our 
newspaper,  but  if  he  doesn’t  get  results, 
he  will  stop  advertising  sooner  or  later. 
His  measurement  of  results  may  be  quite 
unsophisticated,  as  simple  as  his  know¬ 
ledge  that  if  he  lacks  enough  customers, 
he  will  go  out  of  business.  It’s  up  to  us  to 
provide  the  results  he  needs  at  a  price 
which  is  competitive  with  his  other  alter¬ 
natives  and  which  allows  him  to  stay  in 
business  and  expand. 

A  third  thing  to  keep  in  mind  when 
changing  the  rate  schedule  is  never  to 
consider  a  rate  that  you  aren’t  prepared 
to  advertise.  Don’t  have  secret  rates. 
Have  rates  your  salesmen  can  use  and 
can  sell  aggressively. 

Rates  should  be  set  in  such  a  way,  and 
the  sales  incentive  plan  should  be  so 
structured,  that  a  salesman’s  major  con¬ 
cern  is  how  to  use  the  advertiser’s 
budget  to  get  the  most  results  for  the 
advertiser.  With  few  exceptions,  he 
should  not  be  concerned  with  the  pro¬ 
fitability  of  different  types  of  rates  to  the 
newspaper.  The  incentive  program 
should  not  encourage  him  to  sell  one 
type  of  advertising,  rather  than  another. 
Be  prepared  to  advertise  your  rates  and 

(Continued  on  page  34) 
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Trial  date  set 
in  Greenspun’s 
antitrust  suit 

The  Federal  Court  case  involving  Las 
Vegas  (Nev.)  Sun  publisher  H.  M. 
“Hank”  Greenspun  and  four  hotels  and 
other  entities  controlled  by  the  estate  of 
the  late  billionaire  Howard  Hughes  has 
been  set  for  January  31  in  Las  Vegas 
before  Judge  Warren  Ferguson. 

The  case  evolves  out  of  a  civil  antitrust 
suit  filed  last  May  in  Las  Vegas  Federal 
Court  by  the  Sun  charging  that  Hughes 
interests  conspired  to  put  the  paper  out 
of  business  by  having  its  hotels  and 
gambling  casinos,  within  a  24  hour 
period,  cancel  all  future  advertising  in 
the  Sun. 


The  suit  claims  the  cancelling  of  the 
ads  was  the  direct  result  of  an  article  the 
Sun  had  run  on  April  12,  that  was  critical 
of  certain  executives  of  Hughes’  Summa 
Corp.  The  front-page  story  pointed  out  in 
one  instance  that  according  to  court  rec¬ 
ords,  an  executive  within  the  Summa 
Corporation  had  in  the  past  signed 
Humes’  name  to  important  documents. 

The  Sun  had  asked  that  the  trial  be 
conducted  in  Los  Angeles  since  the 
Summa  Corp.  is  headquartered  in  Las 
Vegas  and  because  of  an  asserted  diffi¬ 
culty  in  impaneling  an  impartial  jury  in 
Las  Vegas  due  to  Hughes’  vast  holdings 
there. 

It  was  ruled,  however,  that  Judge  Fer¬ 
guson,  who  sits  in  U.S.  District  Court, 
Los  Angeles,  would  come  to  Las  Vegas 
to  hear  the  case.  The  judge  who  was  to 
originally  hear  the  case  in  Las  Vegas, 


Judge  Roger  Foley,  disqualified  himself 
because  Joseph  Foley,  the  defense  at¬ 
torney,  is  his  brother. 

In  its  court  papers,  the  Sun  has  as¬ 
serted  that  prior  to  the  article  that  ran 
April  12,  the  hotels — the  Sands,  Desert 
Inn,  Landmark  and  Frontier — ^as  well  as 
the  casinos — the  Castaways  and  Silver 
Slipper — were  spending  a  combined 
$7,000  to  $9,000  per  month  on  advertis¬ 
ing  in  the  Sun. 

In  March  the  Hughes  owned  prop¬ 
erties  ran  597  inches  of  display  advertis¬ 
ing  in  the  Sun  and  413  inches  in  the  Las 
Vegas  Review  Journal,  according  to  the 
Sun’s  court  papers.  In  May,  the  Sun  al¬ 
leges  it  received  only  30  total  inches 
while  the  Review  Journal  received  1,328. 
In  June,  when  the  boycott  is  said  to  have 
taken  full  effect,  the  Review  Journal  is 
(Continued  on  page  40) 


Retailers  Know  That 
Newspaper  Supplements 
Work 


PRJIVTCO 

Knows  How  to 
Deliver 
Them  On 
Time 

More  and  more,  retailers  have  dis¬ 
covered  the  efficiency  of  newspaper 
inserts  pre-printed  on  newsprint. 
They’ve  also  found  that  unless  their 
web  offset  printer  can  make  crucial 
deliveries  on  time,  much  of  that  effi¬ 
ciency  can  be  lost.  That’s  where 
Printco  comes  in.  Along  with  our  care¬ 
ful  attention  to  quality,  our  entire 
operation  is  geared  to  Delivery  On 
Time  —  right  down  to  having  our  own 
fleet  of  trucks.  In  fact,  we’ll  deliver 
On  Time,  anywhere  in  this  area: 


Printco  Means  Delivery  On  Time 
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For  Information:  Contact  us — 

Jim  Pentecost,  Sales  Manager 
Clare  Wuerfel,  General  Manager 
Printco,  Inc./Subsidiary  of  Greenville  News,  Inc. 
Greenville,  Michigan  48838 
(616)  754-3673 
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Checkpoints 

(Continued  from  page  32) 

train  salesmen  to  use  them. 

Administrative  rules 

Moving  now  to  administrative  rules, 
most  of  us  have  a  volume  discount 
schedule.  It  may  be  on  a  monthly  basis 
or  a  yearly  basis,  but  how  is  it  adminis¬ 
tered?  Who  qualifies  to  use  it?  What  ad¬ 
vertising  are  they  allowed  to  accumulate 
against  the  different  discount  levels?  The 
rule  itself  is  simple.  It  says  that  any  ad¬ 
vertiser  who  accumulates  a  certain 
number  of  inches  in  a  period  of  time  pays 
a  rate  below  the  flat  rate. 

While  the  rule  is  simple,  when  you 
bend  it  you  get  into  trouble.  Most  of  us 
bend  it,  to  begin  with,  on  the  basis  that 
stores  with  multiple  locations  are  al¬ 
lowed  to  accumulate  the  ads  of  all  loca¬ 
tions  toward  the  same  contract.  In  other 
words,  Penney’s  and  Treasure  Island  can 
accumulate  their  linage  against  the  same 
contract.  So,  having  bent  the  rule,  we 
end  up  with  all  kinds  of  requests  from 
other  advertisers. 

For  example,  a  shopping  center  asks 
to  have  the  stores  located  in  the  complex 
sign  a  single  contract  and  then  accumu¬ 
late  their  advertising  against  it.  This  may 
be  for  a  special  section  or  for  a  continu¬ 
ing  program  not  necessarily  in  a  special 
section.  They  may  want  to  do  it  on  the 
basis  of  one  bill,  one  check,  with  the 
shopping  center  responsible  for  col¬ 
lecting  the  money. 

Another  request:  a  merchants’  associ¬ 
ation  is  witling  to  sign  a  contract  on  be¬ 
half  of  its  members,  and  is  willing  to  col¬ 
lect  from  them  or  pay  in  advance,  if 
that’s  what  you  must  have  in  order  to 
satisfy  the  credit  rules — but  they  want  to 
lump  their  members  together,  to  get 
them  the  maximum  volume  discount. 

Another  company,  or  individual,  or 
merchant’s  association  buys  retail  space 
in  your  weekend  section,  taking  advan¬ 
tage  of  bulk  and  frequency  discounts, 
and  remarkets  that  space  to  some  group 
of  advertisers,  such  as  home  improve¬ 
ment  or  gardening  firms.  The  sponsors 
may  remarket  it  at  a  higher  price,  in  re¬ 
turn  for  their  services  in  the  realm  of 
layout  billing  and  collection,  etc.  In  ef¬ 
fect,  they  are  out  to  wholesale  your 
space. 

Whether  you  should  grant  such  re¬ 
quests  is  up  to  you — if  your  administra¬ 
tive  policies  provide  for  variation  from 
your  rate  card  and  insure  that  your  rates 
are  applied  in  a  consistent  way.  To  my 
mind,  you  approach  prospective  changes 
in  your  administrative  rules  in  the  same 
fashion  you  approach  prospective 
changes  in  rates.  You’re  concerned 
about  things  like  costs.  If  a  shopping 
center  is  willing  to  take  one  bill,  pay  with 
one  check,  and  assume  the  credit  risk, 
34 


what  discount  can  you  afford  to  give 
them? 

Just  as  in  rates,  your  administrative 
rules  must  be  realistic  in  terms  of  de¬ 
mand  and  competitive  pressures.  If  a 
competing  medium  is  stealing  your  cus¬ 
tomers  because  the  competitor  made  it 
easier  to  advertise,  better  look  at  your 
administrative  rules.  They  must  also  be 
cognizant  of  demand.  If  you  have  a 
high-demand  item,  you  can  afford  a  little 
stronger  administrative  rule  that  may  cut 
costs  of  publication  or  make  billing  and 
collection  easier. 

Also,  as  in  the  case  of  rates,  your  ad¬ 
ministrative  rules  should  not  be  secret. 
Whatever  you  are  willing  to  do  for  one 

Picture  book 
retells  flood 
devastation 

On  October  9,  1976,  a  super  saturated 
rain  cloud  of  about  four  miles  in  diameter 
hung  in  the  air  over  Frederick,  Maryland 
dumping  7.75  inches  of  rain  in  about  four 
hours  on  this  community  of  about 
25,000. 

The  storm  was  a  disaster  for  the  city, 
as  the  small  stream  which  flows  from  the 
hills  in  the  west,  overflowed  its  banks 
and  flooded  the  city.  The  flooding  was 
far  worse  for  Frederick  than  either  Hur¬ 
ricane  Agnes  in  June  1972  or  Hurricane 
Eloise  in  September  1975. 

Th?  flood  damage  was  the  worst  in  the 
history  of  the  pre-revolutionary  war  city, 
and  was  compared  in  severity  only  with 
the  flood  of  1868. 

The  Frederick  News-Post,  located 
downtown  on  the  bank  of  the  creek,  was 
the  only  property  in  the  downtown  city 
along  the  creek  which  received  no  flood 
damage  or  water  damage. 

Every  available  staffer  was  called  in  to 
assist  with  coverage  of  the  flood,  and 
general  manager  George  Delaplaine,  Jr. 
enlisted  the  aid  of  the  local  squadron  of 
the  Civil  Air  Patrol  and  took  aerial  shots 
of  the  city. 

With  many  more  photographs  avail¬ 
able  than  could  be  published  in  the  ex¬ 
panded  Monday  editions,  a  decision  was 
made  to  publish  a  booklet  with  the  flood 
pictures. 

A  call  went  out  to  area  residents  for 
copies  of  their  pictures,  and  thousands  of 
photographs  in  black  and  white  and  color 
as  well  as  color  slides  flooded  the  news 
room.  Managing  editor  Tom  Mills  made 
the  selection  of  202  black  and  white 
photos  and  27  color  photos  and  laid  out 
the  text  and  art. 

The  cover  design  was  by  ad  composi¬ 
tion  manager  Robert  Coveil,  and  color 
separations  were  prepared  by  the  Times 
Newspapers,  Ellicott  City,  Md.;  Com¬ 
print,  Gaithersburg,  Md.  and  West  Vir¬ 
ginia  Newspaper  Publishing  Co., 
Morgantown,  W.  Va. 


group  of  advertisers  you  should  be  wil¬ 
ling  to  promote  aggressively  to  all  the 
others,  because  it  is  profitable  business 
for  the  newspaper  and  effective  advertis¬ 
ing  for  them.  If  the  rule  change  requested 
won’t  meet  that  criterion,  then  I 
wouldn’t  allow  it. 

Harking  back  to  the  need  for  study, 
the  worst  thing  you  can  do  is  have 
across-the-board  increases  of  so  many 
cents  a  line,  year  after  year.  While  that 
maintains  the  relative  slope  of  the  dis¬ 
count  curves  and  the  relative  position  of 
the  various  products  you  print,  it  over¬ 
looks  how  the  product  is  changing,  how 
advertisers’  demands  are  changing,  and 
your  changes  in  profitability  and  costs. 


LOOKING  IT  OVER— George  B.  Del¬ 
aplaine  Sr.,  president  of  Frederick 
(Md.)  News-Post,  looks  over  a  copy  of 
the  "Frederick  Flood  of  '76"  book  that 

was  mailed  to  7,000  subscribers. 

The  cover  and  four  centerfold  pages 
with  color  photographs  were  printed  on 
the  News-Post  Goss  Urbanite  on  50# 
book  paper.  Bindery  work  was  by  the 
News-Post  Commercial  Printing  De¬ 
partment,  and  15,000  books  were  com¬ 
pleted  less  than  two  months  after  the  de¬ 
cision  was  made  to  publish. 

In-house  newspaper  ads  were  the  only 
pre-publication  promotion  materials 
used,  and  orders  for  7,000  books  came  in 
before  the  books  were  completed. 

The  News-Post  plans  to  donate  all  re¬ 
ceipts  over  and  above  expenses  to  those 
agencies  which  provided  for  flood  relief 
and  assistance. 

Barney’s  to  NH&S 

Fred  Pressman,  president  of  Barney’s 
New  York,  announced  that  it  has 
awarded  its  advertising  account  to 
Needham,  Harper  &  Steers.  Barney’s  is 
a  men’s  clothing  store. 

Milton  Guttenplan,  director  of  adver¬ 
tising,  estimated  that  billings  on  the  ac¬ 
count  for  1977  would  be  approximately 
$2  million. 
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Stamford,  Conn, 
publisher  loses 
station  iicense 

The  license  renewal  of  Western  Con¬ 
necticut  Broadcasting  Co.  radio  station 
WSTC  in  Stamford,  Conn,  was  denied 
by  FCC  administrative  law  judge  Leo- 
nore  G.  Ehrig  on  January  14. 

Judge  Ehrig  awarded  the  license  to  a 
rival  group.  Radio  Stamford  Inc.,  headed 
by  Alphonsus  J.  Donahue  Jr.,  and  sev¬ 
eral  local  residents,  on  the  grounds  that  it 
would  promote  competition  and  diver¬ 
sity  of  viewpoints  in  Stamford. 

Newspaper  publisher  Kingsley  Gilles¬ 
pie,  president  of  Western,  owns  51%  of 
the  broadcasting  company.  He  is  also 
president  of  Gillespie  Bros.  Inc.,  pub¬ 
lisher  of  the  Stamford  Advocate,  the 
city’s  only  daily  newspaper,  and  Green¬ 
wich  Time,  the  only  daily  in  the  neighbor¬ 
ing  community.  In  addition  to  WSTC, 
Western  owns  Stamford’s  only  other 
broadcast  station,  WYRS-fm. 

Radio  Stamford  petitioned  the  FCC  for 
the  license  in  1972  after  WSTC  had  been 
fined  $10,000  for  illegal  censorship  of 
local  news.  The  FCC  found  that  the  sta¬ 
tion  censored  material  received  from 
Democratic  and  Fusion  party  candidates 
but  not  from  Republican  candidates. 

After  three  years  of  preliminary  pro¬ 


ceedings,  hearings  on  the  request  began 
in  April,  1975  in  Stamford.  The  hearings 
uncovered  several  charges  of  ad  censor¬ 
ship,  favortism  and  conflict-of-interest 
attacks  against  the  Advocate’s  sports 

OSHA  seeks 
relief  from 
Idaho  ruling 

The  U.S.  Department  of  Labor  will 
seek  relief  in  the  Supreme  Court  from  a 
U.S.  District  Court  in  Idaho  ruling 
against  inspections. 

“We  are  profoundly  disappointed  a* 
the  decision  of  the  district  court  not  to 
grant  our  motion  for  a  stay  in  this  case,’’ 
Dr.  Morton  Com,  assistant  secretary  of 
labor  for  the  Occupational  Safety  and 
Health  Administration  (OSHA),  said. 

“We  will  move  now,  as  rapidly  as  pos¬ 
sible,  to  seek  a  stay  from  the  U.S.  Su¬ 
preme  Court,’’  Dr.  Cora  said.  “The issues 
raised  in  this  case  are,  as  the  district 
court  said,  constitutional  in  nature  and 
can  only  be  resolved  by  the  Supreme 
Court.’’ 

The  special  three-judge  panel  of  the 
district  court  handed  down  a  decision  on 
December  30,  which  found  that  OSHA’s 
inspection  authority  under  the  Occupa¬ 
tional  Safety  and  Health  Act  violates  the 
Fourth  Amendment  (E&P,  January  15). 


editor  and  police  reporter  (E«&P,  August 
23,  1975).  The  hearings  were  recessed 
and  reconvened  before  Judge  Ehrigh  in 
March.  The  hearings  were  concluded 
December  1975. 


OSHA  filed  a  motion  to  stay  the  court's 
accompanying  injunction  on  January  4. 
The  decision  to  deny  the  stay  was 
handed  down  January  11. 

“We  have  no  choice  but  to  honor  the 
court’s  decision  and  will  continue  the 
suspension  of  all  inspection  activity  in 
Idaho,’’  Dr.  Com  said.  “The  offices  in 
Boise  and  Jackson  will  remain  open  for 
all  other  business,  but  no  inspections  will 
be  conducted  in  Idaho.  That  includes  in¬ 
spections  based  on  complaints,  reports 
of  imminent  danger  and  reports  of  hos¬ 
pitalizations  and  fatalities  due  to  indus¬ 
trial  accidents.” 

The  incident  which  formed  the  basis 
for  the  case  at  issue  falls  into  another 
category,  general  inspections,  and  activ¬ 
ity  in  that  area  will  also  be  suspended. 

“While  the  legal  processes  are  being 
carried  out,”  Dr.  Com  said,  “we  will 
cpntinue  to  fulfill  our  responsibilities, 
under  the  law,  throughout  the  rest  of  the 
nation.  All  inspection  activities  are 
being — and  will  be — carried  out.” 

• 

In  1975  over  5  million  students  used 
newspapers  as  part  of  classroom  educa¬ 
tional  programs. 


fllEira  CENTER  IDD™  ^ 
‘TWO-ON-ONE”  VDT  DESK 

New  concept  in  desk  design  ailows  versatiie  floor  planning,  newsroom 
organization,  and  VDT  sharing.  It  features  sturdy  leg  system  with 
Formica  top  to  provide  a  iifetime  of  service. 

Speciaiiy  designed  to  operate  a  VDT  at  normal  height  for  newspapers, 
graphic  arts  and  business  departments.  Write  or  call  for  Informative  brochure. 

MIDWEST  PUBLISHERS  SUPPLY  CO.  mTnS 

4640  N.  Oicott  Avenue,  Chicago,  Illinois  60656  9 

Phone:(312)867-4646  . 


Versatile  Design 
provides  unlimited 
floor  arrangements. 
Combines  with  standard 
News  Center  100  desks. 


Speciai  chairs  and  more  than  15  coordinated  components  are  avaiiable. 
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linage 

Tht  (oNowing  liingt  tabulations  hava  boon  compilod  by  Modio  Racords, 
Inc.,  lor  tbo  oxclusivo  pubKcotion  of  Editor  t  Pubfishor.  Iboy  moy  not  bo 
roprintod  or  pubtsbod  in  ony  form  without  tbo  oipbcit  pormission  from 
Modio  Rocords,  Inc.  NOTE:  Nowspopors  morked  with  codt  bolow  include 
odvortiiing  in  F^rode  or  Fomily  Wooldy,  opproximote  bnoge  os  follows; 
‘Porodo— M,044  tFomily  Woobly— «S,147 


1976  i975 

FUU  RUN  PART  RUN  FULL  RUN  PART  RUN 


ABERDEEN,  S.D. 

American  News^e  .  766,669  90,368 

fAmericon  Nows-S  .  340,044  _ 

Grand  Total  .  1,106.713  90,368 

NOTE:  Not  measured  by  Medio  Records  in  1975. 

AKRON,  OHIO 

Boocon  Joumol-e  .  2,835,937  178,640  2,782,263  119,808 

•Beocon  Joumol-5  .  U61,430  115,992  1,698,689  192J16 

Grand  Total  .  4T)97,367  294,632  4,480,952  311,824 


NOTE:  Boocon  ioumol-e  ond  5  cbonged  from  eight  to  six-column  June  2, 
1975. 


ATLANTA,  GA. 


Constitufion-m  .  2,525,420  2,906,117 

ioumol-e  .  3,748,549  222,605  3,473,453  150,327 

Journal  &  Constitution-5  .  1,698,147  93,488  2,271,330 

Grond  Total  .  7,972,116  316,093  8,650,900  150,327 


NOTE;  Constitution-m  ond  Joumol-o  hove  o  combined  sot.  odition.  The 
bnoge  is  only  shown  in  the  Joumol-e. 


BALTIMORE,  MD. 


‘News  Americon-5  .  673,998  170,646  905,760  150,610 

News  Americon-e  .  1448,031  71468  1  474468  14,256 

5un-m  .  1,956,745  44,816  1,641424  29,760 

Sun-e  .  2416427  58448  2,137,360  63452 

Sun-S  .  2,117407  89,840  2409,686  19,600 

Grand  Total  .  8413,108  435,718  8,368,698  277,778 


NOTE:  5un-m,e  and  5  changed  from  eight  to  o  nine-column  lormot  Sept.  6, 
1976;  News  Americon-e  ond  5  chonged  from  eight  to  o  nine-column 
formot  Oct.  25,  1976. 

BATON  ROUGE,  LA. 

Advecote  (See  Note)  ...  3,154,057  2,955,153 

•Advocote-S  .  1,199499  1,305420 

Grand  Total  .  4,353,456  4,260,973 

NOTE:  Advocote-m  ond  State  Times-e  sold  in  combination;  bnoge  of  one 
edition  Advocote-m  is  shown. 

NOTE:  Advocote-m,  State  Times-e  and  Advocote-S  changed  from  eight  to 
six-column  Sopt.  1,  1975. 

BERGEN  COUNTY,  N.J. 

Record-e  .  2,446497  479,978  2,183,231 

•Record-s  .  1,194,651  379412  1  432,738 

Grond  Total  .  3,641,548  859,490  3415,969 

NOTE:  Record-e  pubbshed  5  doys  o  week  only. 

BINGHAMTON,  N.Y. 

Pross-e  .  1,968452  1,984,657 

•Press-5  .  718,122  848416 

Grand  Total  .  2486474  2,832,973 

NOTE;  Press-e5  changed  from  eight  to  nine-column  Mor.  29, 

BOCA  RATON,  FLA. 


News-e  .  714,750 

tNews-5  .  364481 

Grond  Total  .  1,079431 


NOTE;  Not  meosurod  by  Medio  Records  in 

1975;  News-e  published  5  days  o 

week  only. 

BOSTON,  MASS. 

Herold  Americon-m 

. ..  1,462,836 

69,464  1,243,025 

Herold  Advertiser-S 

...  885,964 

388,224  1,124,082 

472,610 

Globe-e  . 

....  1,839,696 

14,560  1,626,248 

Globe-m  . . 

....  2,497463 

14460  2,255,093 

22,912 

‘Glob*-S  . 

. ..  2,020429 

437,828  2,344,025 

507,136 

Grond  Totol  .... 

....  8,706,688 

924,636  8492,473 

1,002458 

NOTE;  Globe-e  pubbshed  5  days  o  week  only. 

NOTE:  Herald  Americon-m  and  5  chonged  from  eight  to  nine-column  Oct. 
18,  1976 

BOULDER,  COLO. 

Comero-e  .  1,658,794  18,432 

Comero-S  .  469432  1,440 

Grond  Total  .  2,128,326  19472 

NOTE:  Not  moosured  by  Medio  Records  in  1975. 

BRADENTON,  FLA. 

Herold-e  .  980,419 

tHerold-S  .  450,938 

Grond  Total  .  1,431457 

BUFFALO,  N.Y. 

Courier  Expross-m  .  1499,140  9,339 

‘Courier  Express-5  .  1,123,752  32,152 

News-e  .  3,032,013  113,088 

Grond  Total  .  5,254,905  154479 

CAMDEN,  N4. 

Courior  Post-e  .  2,993,448  68,016 

NOTE:  Courior  Post-e  chonged  from  eight  to  six-column  Dec.  1,  1975. 

CHARLOTTE,  N.C. 

News-e  .  1,833428  25,256 

Okserver-m  .  2,131,208  142444 

‘Observer  s  .  884,794  145406 

Grond  Total  .  4449,530  313,106 

NOTE:  Not  measured  by  Medio  Records  in  1975. 

NOTE:  Observor-m  ond  5  and  News-e  changed  from  eight  to  six-column 
June  2,  1975. 


1,080448 

644,382 

1,724,930 

1,021,258 

10,581 

1,403,146 

63,440 

2,860464 

146,880 

5,284,768 

220,901 

2,666,796 

94,152 

419,933 

409,408 

829441 


1976. 


1976  1975 

FUU  RUN  PART  RUN  FUU  RUN  PART  RUN 
CHICAGO,  ILL. 

Note  Two  Liitlngt 


Tribune-m  .  3,790,924  2,759,866  3,514,715  2,054,143 

Tribune-S  .  2,024,627  1,187495  2,181468  1  491453 

News-e  .  1,872,090  689480  1,929,697  556496 

Sun  Times-m  .  3435421  544450  3,028,067  333,716 

‘Sun  Times-S  .  1421470  733,116  1,296,217  756,975 

Grond  Total  .  11,744,832  5,914,80711,949,764  4,792,283 

NOTE;  Tribune-m  ond  5  chongod  from  oight  to  nine-column  July  1,  1975. 
NOTE;  Tribune  figures  above  reflect  converted  eight  column  meosuroment. 

Tribuno-m  .  4,153431  2418483  3447418  2,119495 

Tribune-5  .  2,145408  1  426,943  2406461  1,132438 

News-e  .  1,872,090  689,680  1,929,697  556496 

Sun  Times-m  .  3,035421  544,550  3428,067  333,716 

‘Sun  Times-S  .  1421470  733,116  1,296417  756,975 


Grond  Total  .  12427420  6412472  12,408460  4498,120 


NOTE:  Tribune-m  and  5  chonged  from  eight  to  nino-column  July  1,  1975. 
NOTE:  Tribune  figures  obove  reflect  octuol  nine  column  meosuremont. 


CINCINNATI,  OHIO 

Enquirar-m  .  3,453475  43428  3,159,781 

Enguirer-S  .  2414470  2454,165 

Posl-e  .  2402418  195,182  2,454449  41,712 

Grand  Total  .  8,070,563  238,710  7,968495  41,712 

NOTE:  Posl-e  effective  June  2,  1975  and  Enguirar-m  ond  5  eHective  June 
3,  1975,  changed  from  oight  to  nine-column. 

CLEVELAND,  OHIO 

Plum  Dooler-m  .  3474,464  337497  3430439  241473 

Ploin  Deoler-S  .  1,792446  37,093  2,156411  65474 

Pross-e  .  2473,250  789476  2,273413  '  350415 

Grand  Total  .  7,740460  1,164466  7,760463  658,062 


NOTE:  EHective  Sept.  1,  1975,  the  Ploin  Deoler-m  ond  5  chongod  from 
oight  to  nine-cohinin.  Pross-e  chonged  from  eight  to  nine-column. 


COLUMBUS,  GA. 

Enguirer-(5ee  Note)  ....  1466,045  52465  1,268,451  108491 

‘Ledger  Enguirer-S  ....  _581401  _  _645419  60,450 

Grand  Total  .  1,947,946  52465  1,914470  169,041 

NOTE:  Enguiror-m  and  Ledger-e  sold  in  combination;  linage  of  one  edition, 
Enguirer-m  is  shown. 

COLUMBUS,  OHIO 

Dispotch-e  .  3419,4n  59,718  3,037456  73,174 

Dispotch-S  .  1,835,113  64,320  2424410 

Citizen  Jouraol-m  .  1 ,261 ,406  _  981,986  _ 

Grond  Total  .  6415,996  124,038  6,244452  73,174 


NOTE:  Dispotch-e  ond  5  ond  Citizen  Jouraol-m  changed  from  eight  to 
nine-column  Jon.  13,  1976. 


DALLAS,  TEXAS 

News-m  .  3,893456  370,936  3,724,104  337,188 

News-S  .  1,423,219  151436  1  476,961  74476 

Timet  Herold-e  .  3424,288  320,088  3,358427  209,738 

‘Times  Herald-S  .  1,454,101  56488  1  417,918  93400 

Grond  Total  .  10,295,464  899,24810477410  715,302 

NOTE:  News-m  ond  5  changed  from  eight  to  nine-column  Dec.  29,  1975. 
Timet  Herold-e  ond  5  changed  from  eight  to  nine-column  Doc.  29,  1975. 
DAYTON,  OHIO 

Journol  Herald-m  .  2,346498  126,487  2,226421  129,153 

News-e  .  2,452402  156,132  2,283,841  200,508 

‘News-5  .  1491456  _  1479450  _ 

Grand  Total  .  5489,456  282,619  5,789,412  329461 


NOTE:  Journol  HeroM-m  ond  News-e  ond  5  changed  from  eight  to  nine- 
column  Oct.  6,  1975. 


1976  1975 

FULL  RUN  PART  RUN  FUU  RUN  PART  RUN 


DENVER,  COLO. 

Rocky  Mt.  Nows-m  .  3,682433  3,442,905 

‘Rocky  Ml.  Nowt-S  ....  873485  931454 

Posl-e  .  3,467,606  119,519  3  479428 

Post  s  .  1,765,739  2429,660 

Grand  Total  .  9,789463  119,519  9,683,947 

NOTE;  Post-o  ond  5  chongod  from  eight  to  nine-cohimn  Oct. 


135,735 


135,735 
6,  1975. 


DCTROrr,  MICH. 

Not*  Two  Lletings 

Free  Press-m  .  2,438,175  341,197  1  496,168  235423 

‘Free  Prass-S  .  769,492  555458  882479  479429 

News-e  .  3,242489  607,242  2,749426  591403 

Newt-S  .  1429408  459,743  1,n6,949  540,706 

Grand  Total  .  7,979,764  1,964440  7,305422  1  447,161 

NOTE:  News-e  ond  5  chonged  from  eight  to  nine-column  Dec.  29,  1975. 
NOTE:  News  figures  obove  raflect  converted  eight  column  moosurament. 

Fra*  Press-m  .  2,438,175  341,197  1  496,168  235423 

‘Fra*  Pr*ts-5  .  769492  555458  882,579  479,429 

Nows-e  .  3427,052  646,201  2,749426  591,803 

N*ws-S  .  1408,717  464441  1,776,949  540,706 

Grand  Total  .  8443,436  2407,797  7405422  1  447,161 

NOTE:  News-*  ond  S  chongod  from  eight  to  nim-column  Doc.  29,  1975. 


NOTE:  News  figures  above  raflect  octuol  nino  column  meosuromont. 


DULUTH,  MINN. 

‘HeraW-e  .  944444 

News  Tribune-m  .  1,157414 

News  Tribune-5  .  731,701  8,400 

Grand  Total  .  24334S9  8,400 

NOTE:  Not  meosurod  by  Medio  Records  in  1975;  Herold-e  pubbshed  5  days 
0  week  only. 

NOTE:  News  Tribune-m  ond  5  ond  Herald-e  changed  from  eight  to  six- 


column  Moy  5,  1975. 

ERIE,  PA. 

Timot  (So*  Note)  .  1491,890  1,758400 

‘Times  Newt-S  .  811489  1,131467 

Grand  Total  .  2403,479  2489467 


NOTE:  Times-*  end  News-m  sold  in  comhuMlion;  bnoge  of  on*  edition 
Timos-o  is  shown. 


FORT  LAUDERDALE,  FLA. 


News-*  .  3,780,9n  226422  3,438461  175407 

‘N*ws-S  .  1,626491  1,946,936 

News-sot  .  950,9n  1426,401  _ 

Grond  Total  .  64S8441  226422  6,411498  175407 

NOTE:  Nows-o  pubbshed  5  doys  o  week  only;  News-*,  5  ond  sot.  changed 
from  eight  to  six-cokimn  Moy  12,  1975. 

GARY,  IND. 

Post-Tribune-e  .  1,835444  386,626 

fPost-Tribune-S  .  907,458  _ 

Grand  Total  .  2,743,102  386,626 


NOTE:  Not  moosured  iff  Medio  Records  in  1975.  Post  Tribune  is  o  nine 
column  format  ond  is  meosurod  occordingly. 


GRAND  FORKS,  N.D. 

Horald-e  .  965,983 

tH*rald-S  .  488,970  1,168 

Grond  Total  .  1,454,953  1,168 

NOTE:  Not  meosurod  by  Media  Rocords  in  1975. 

HARTFORD,  CONN. 

Couronl-m  .  3,179,208  52432  2460,007 

‘Coura.rt-S  .  1498411  490,760  1  427,720  542,008 

Times-*  .  863,629  64444 

Timet-S  . . 378497  168,051 

Grand  Total  .  4477,419  543492  5,730453  774403 

NOTE:  Timos-e  and  5  discontinued  pubbcotion  Oct.  M,  1976. 


Ad  Revenue  Trends 
November  1976 


A  suinmary  of  newspaper  advertising  compiled  by  EDITOR  & 
PUBLISHER  from  Media  Records — 64  Cities  Report 


1976 

1975 

Dollar  Change 

Classifications 

(000) 

Omitted 

(000) 

Omitted 

(000) 

Omitted 

% 

RetEiil 

November  . 

$  286,582 

251,754 

+  34,828 

+  13.8 

First  Eleven  Months 

2,565,638 

2,133,847 

+431,791 

+20.2 

Department  Stores 
(Included  in  RetEiil) 

November  . 

78,470 

71,820 

+  6,650 

+  9.3 

First  Eleven  Months 

652,252 

568,592 

+  83,660 

+  14.7 

General 

November  . 

68,399 

55,882 

+  12,517 

+22.4 

First  Eleven  Months 

642,682 

502,834 

+  139,848 

+27.8 

Automotive 

November  . 

12,266 

9,124 

+  3,142 

+34.4 

First  Eleven  Months 

113,264 

88,643 

+  24,621 

+27.8 

Financial 

November  . 

11,234 

10,417 

+  817 

+  7.8 

First  Eleven  Months 

127,750 

119,432 

+  8,318 

+  7.0 

Classified 

November  . 

99,958 

85,697 

+  14.261 

+  16.6 

First  Eleven  Months 

1,172,566 

917,197 

+255,369 

+27.8 

Total  Advertising 

November  . 

478,439 

412,874 

+  65,565 

+  15.9 

First  Eleven  Months 

4,621,900 

3,761,953 

+  859,947 

+  22.9 

36 


EDITOR  &  PUBLISHER  for  January  22,  1977 


1976  1975 

FUU  RUN  PART  RUN  FULL  RUN  PART  RUN 


HONOLULU,  HAWAII 

AdvtrtiMr-m  .  2,995,433  2,795/156 

5lar  Bullttin-e  .  3,267,597  2,872,575 

‘Star  BulUtifi  & 

A6ntti»r-5  .  1^779  U72,187 

Grand  Total  .  7,465,809  7/139,818 

NOTE:  Advor1i»r-in,  Star  8uNttin-o  and  Star  Bollotin  and  Advartisor-S 
chongod  from  night  to  nina  column  Moy  3,  1976. 

HOUSTON.  TEXAS 

Chranicla.a  .  4,693493  570455  4469,180  590,745 

Chraniclo-S  .  2,106,023  465,952  2410,192  487,800 

Posl-m  .  4452452  422,959  3,724,663  386,871 

‘Post-S  .  1,475494  286404  1,602,308  412,410 

Grand  Total  .  12,328,162  1,746,07011,806443  1  477426 


NOTE:  Chraniclo-o  and  5  and  Post-m  and  5  chongod  from  night  to 
nino-column  July  1,  1975. 

LEXINGTON,  KY. 


Harold  (Son  Nota)  .  2484,267  132,944  1,747,752 

•Harold  Loodor-S  .  1,102456  29,984  1,042,016 

Grand  Total  .  3,386423  162,928  2,789,768 


NOTE:  Horald-m  ond  Loodor-o  »ld  in  comhinotion;  linogo  ol  one  odition 
HoraU'm  is  shoum. 

NOTE:  Horald-ro,  Loodor-o  ond  Horold  Loodor-S  chongod  from  night  to 
nino-column  width  Sopt.  20,  1976. 

LITTU  ROCK,  ARK. 

Arhontos  Goatto-m  ....  1,720,204  1  457,420 

•Arhonsos  Goatto-S  ...  743,110  810411 

Arhonas  Oomocrat-o  . . .  677,138  793410 

tArionas  Oomocrat-S  . .  369,443  485492 

Grand  Total  .  3409,895  3,647,033 

LONG  BEACH,  CALIF. 

Indopondont  (Son  Noto)  .  2417,110  708440 

•Indopondont  Prass 

Tologram-S  .  760419  45456 

Grand  Total  .  34n,929  754,296 

NOTE:  Indopondont-m  ond  Prass  Tologram-o  sold  in  combination;  linogo  of 
ono  odition  Indopondont-m  is  shown;  not  moosured  by  Modio  Rocods  in 
1975. 

LONG  ISLAND,  N.V. 

Nowsdoy-o  .  2419490  677,652  2432,926  770431 

Nowtdoy-5  .  996470  502,105  1,102,754  694,805 

Grand  Total  .  3416,460  1,179,757  3,735480  1,465,136 

LOS  ANGELES,  CALIF. 

Tifflos-m  .  5,416,757  2,354,804  4,868486  2,048,716 

Timos-S  .  2446482  1,010,766  2,705,254  1,430,008 

Horald  Eaminor-o  .  844,418  838,622 

Horold  E.ominor-S  .  1H440  292,599  _ 

Grand  Total  .  8401497  3465470  8,704,861  3,478,724 

NOTE:  Duo  to  chongos  in  tho  moosuring  proctko  tho  Los  Angolos  Timos 
1976  us  1975  Port  Run  sono  (nogo  is  not  comporoblo. 

AAACON,  GA. 

Tolograph  (Son  Noto)  . . .  1420412  1,259,951 

•ToUgroph  t  Nows-S  . .  613459  731,603  _ 92 

Grand  Total  .  1,933471  1,991,554  92 

NOTE:  Tologroph-m  ond  Nows-o  aM  in  combinalion;  linogo  of  ono  odition 
Tologroph-m  is  shoum  in  1976;  for  lost  yoor  Nows-o  figuros  oro  shown. 

MANCHESnR,  N.H. 

Union  Uodor-d  .  14654S8  1,401,762 

tNow  Hompshiro  Nows-S  622,419  783,454 

Grand  Total  .  1,988477  2,185416 

AAIAMI,  FLA. 


H«rold-m  . . . . 

.  4,186,317 

536423  4,152,191 

131,424 

Horald-S  . . . . 

.  2,104,469 

262,434  2,466446 

136464 

N«w$-«  . 

.  1,917,985 

52,920  1,767,289 

47,880 

Grond  Total 

.  8,208,771 

851,677  8,385,726 

315,868 

NOTE:  Horold-m 

ond  S  ond  News-e  chongod  from  eight  to  six-column  Mor. 

3,  1975. 

MILWAUKEE, 

Wise. 

Stntino(-m  . . . 

.  1,740,527 

1499470 

8010 

Joumol-o  . . . . 

.  3466,294 

551,966  3484,298 

264,366 

Joumol-S  . . . . 

.  1,907,797 

337,619  2,440,831 

241009 

Grond  Totol 

.  7,214,618 

889485  7,624,699 

514,185 

MINNEAPOLIS 

p  MINN. 

Tribvnt-m 

.  1,863,433 

40,540 

Tribuno-S  . . . 

.  1,659,742 

313,181 

$tor-o  . 

.  2,444,092 

529,066 

Grand  Total 

.  5,967467 

882,787 

NOTE:  Tribune- 

m  and  S  and  Star-e  chongod  from  eight  to  : 

lix-column 

during  ytor  1975;  Not  moosurod  by  Media  Records  in  1975. 

NASHVILLE, 

TENN. 

Bonner-e  . . . 

.  2,450,705 

128464  2461,638 

28,720 

Tennesseon-m 

.  2,439483 

128,120  2472491 

28,880 

*Tennesseon-S 

.  1450,665 

137,288  1,218423 

164,228 

Grand  Total 

.  5,941,253 

393,672  5,752452 

221,828 

NEW  YORK 

p  N.Y. 

Times-m  . . . . 

.  3,132,982 

2,783,079 

Times-S  .... 

.  3,056,886 

1.165485  3,681,505 

805,247 

Nows-m  .... 

.  1,714,215 

1,240,157  1  431,902 

1,117,085 

Nows-S  . . . . 

.  937427 

1,620,702  1,220,158 

2,013,166 

.  998,193 

953408 

Grond  Total 

.  9,839,803 

4,026,44410,170,252 

3,935,498 

NOTE:  Timos-m  and  S  chongod  from  night  to  nine-column  Sept.  7,  1976; 
Nows-m  and  5  changed  from  fiw  to  sis-column  Sept.  6,  1976. 

NEWARK,  NJ. 

Star  Lodgor-m  .  3,151,496  138,066  2430,123  93,681 

•Star  Lodgor-S  .  1,865,593  90,928  2,192,002  51,648 

Grand  Totol  .  5,017,087  228,994  4,722,125  145429 

NOTE:  Star  Lodgor-m  ond  5  changed  from  eight  to  nine-column  Sopt.  7, 
1976. 

NILES,  MICH. 

Store  .  590400 

NOTE:  Not  moosurod  by  Modio  Records  in  1975. 

ORLANDO,  FLA. 

Sontinol  Star-d  .  2,711,890  497494  2,658,173  415431^ 

•Sentinel  Star-S  .  1,155,979  157,687  1,374472  2734M 

Grand  Total  .  3,867,869  655,281  4,032,745  688,707 


1976  1975 

FUU  RUN  PART  RUN  FUU  RUN  PART  RUN 
PASADENA,  CALIF. 

Stor-Nows-d  .  1,047460  199,915 

•5tor-Nows-S  .  345,917  30,993 

Grand  Total  .  1 493,1  H  230,908 

NOTE:  Not  mooarod  by  Media  Records  in  1975. 

PASSAK,  NJ. 

Horald  Nows-o  .  1,776,911  331,929 

NOTE:  Not  mooarod  by  Modio  Records  in  1975;  Horald  Nows-o  chongod 
from  eight  to  nhw-column  Oct.  6,  1976. 

PATERSON,  NJ. 

Nows-d  .  1,244,699  193428 

NOTE:  Not  mooarod  by  Modio  Roards  in  1975. 

PEORIA,  ILL. 

Journol  Star-d  .  2,160461  40,384 

•Joumol  Star-S  .  821,484  52,136 

Grand  Total  .  2,981,845  92420 

NOTE:  Not  mooarod  by  Modio  Records  in  1975. 

PHILADELPHIA,  PA. 

BuEotin-o  .  2,156483  1,036,722  2/193,995  1/168,713 

•BuMotin-S  .  832434  4n472  1/127401  630449 

Inquiror-m  .  2,198,953  295,177  1,910,136  178474 

biquirar-S  .  1447487  644,772  2438,738  744478 

Nows-o  .  1,170405  11,664  989,469  _ 

Grand  Totol  .  8,205462  2,465,907  8,259,939  2427414 

NOTE:  EfIoctivo  Moy  19,  1975:  Bullotin-o  ond  5  chongod  from  eight  to 
six-alumn;  Inquirar-m  and  5  changed  from  eight  to  six-column;  Nours-o 
chongod  from  six  to  hue-column;  The  dota  in  this  report  couoring  tho 
nows  oaning  reflects  tho  conuortod  linage  to  six-column  fornat. 


PITTSBURGH 

p  PA. 

Post  Goxette-m  . . . . 

...  1,174483 

1473,735 

8410 

Press-.  . 

...  2,141,690 

91,936  1,954,358 

85400 

•Prats-S  . 

...  2,116,198 

2490.552 

Grand  Total  .... 

. ...  5,432471 

91,936  5.418445 

93410 

NOTE:  Post  Gozette-m 

ond  Piess-e  ond  S  chonged  from  eight  to  nine- 

column  width  Sept.  1,  1975. 

PROVIDENCEp  Role 

Bulletin-e  . . 

....  1,789493 

206447  1,686,282 

324,183 

Joumol-m  . 

....  1455446 

103,696  1  420,287 

Joumol-S  . . 

....  1458465 

43448  1,831,919  118484 

Grand  Totol  .... 

....  5,202404 

353491  5,138,488 

442,767 

NOTE:  Bulletin-e  and  Journol-ffl  have  o  combined  sot  edition;  the  linoge 

is  only  shown  in  the  Bulletin-e. 

ROCHESTER, 

N.Y. 

Democrot  &  Chronicle 

-m  2459,191 

258412  2405429 

79488 

Democrat  &  Qironkle-S  .  1,009433 

206496  1469,077 

70442 

Times  Union-e  .... 

. ...  1,944,475 

303416  1.811.884 

89440 

Grond  Totol  .... 

....  5,213,199 

768424  5,486490 

239,170 

NOTE:  Democrat  &  Chronicle-m  ond  S  ond  Times  Union-e  chonged  from 

eight  to  nine-column  Oct.  20,  1975. 

SACRAMENTO; 

,  CJUIF. 

Bee-e  . 

....  2,834,918 

514412  2,800,032 

242498 

•Boo-S  . 

....  1,002485 

166476  1454,206 

56484 

Union-m  . 

....  2470406 

200,936  1,632406 

135,984 

tUnion-S  . 

....  346.153 

28480  418,089 

Grand  Totol  .... 

....  6,254,062 

910,404  6404433 

434466 

NOTE:  Bee-e  ond  S  and  Union-m  ond  S  chonged  from  eight  to  nme-column 

Sopt.  1,  1975. 

ST.  LOUIS, 

AAO. 

Globe  Democrot-m  . 

....  1,763,921 

241,207 

Globe  Democrat-w/e 

. . .  809,405 

23,774 

Post  Dispotch-e 

....  1,933,794 

44416 

*Post  Dispotch-S 

....  1,947,511 

39,968 

Grand  Totol  . . . . 

....  6,454,631 

349,265 

NOTE;  Globe  Domocrot-m  puhlithod  5  days  o  wook  only;  not  mooarod  by 
Media  Records  in  1975. 

NOTE:  Post  Dispotch-o  ond  5  ond  Globe  Domocrat-m  and  w/o  chongod 
from  eight  to  nino-column  width  Apr.  5,  1976. 

ST.  PAUL,  MINN. 

Pioneer  Pross-m  .  1,391425 

•pioneer  Pross-S  .  1,343,928 

Dispotch-o  .  2,277,208  376,679 

Grand  Totol  .  5,012,461  376479 

NOTE:  Not  mooarod  by  Modio  Records  in  1975;  Pioneer  Prass-m  and  S 
and  Dispotch-o  chongod  from  eight  to  six-column  May  5. 

ST.  PEHRSBURG,  FLA. 


independent-e  . . . . 

....  2453,997 

2,215,928 

60,992 

Times-m  . 

....  3,146417 

997,220 

2,947,084 

831489 

‘Times-S  . 

....  1471440 

372,987 

1,487457 

401405 

Grond  Total  . . . . 

....  7,072454 

1,370407 

6,650469 

1,294486 

SAN  ANTONIO 

,  TEXAS 

Not*  Two  Listings 

Exprass-m  . 

...  2,119426 

269,328 

2,084,456 

88428 

tExpress-News-S 

. . .  953,867 

79,488 

1,131,175 

52,864 

Express-News-sot.  . . 

. . .  366464 

464,386 

News-e  . 

...  1462,497 

237,616 

1,776,238 

72408 

Ught-e  . 

...  2,440,008 

2430,431 

*  Light-S  . 

...  1,089,102 

1,395,182 

Light-sot . 

. . .  260,289 

346,285 

Grand  Total  . . . . 

....  8,891,653 

586,432 

9,728,153 

213400 

NOTE:  Expross-ffl,  Nows-o  ond  Light-o  published  5  doys  o  wook  only. 
NOTE:  Light-e,  at.&S  chongod  from  eight  to  nino-column  Juno  15, 1976. 
NOTE:  Light  Bguros  oboue  reflect  conuortod  eight  column  mooaremonts. 

Expross-m  .  2,119,326  269428  2,084,456  88428 

fExpress-Nows-S  .  953,867  79,488  1,131,175  52,864 

Expross-Nows-at .  366,564  464486 

Nows-o  .  1,662,497  237,616  1,776,238  72,208 

Ught-o  .  2,637491  2430,431 

Light-S  .  1,171463  1495,182 

•Ught-at .  272,485  346,285  _ 

Grand  Totol  .  9,183,693  586,432  9,728,153  213,600 

NOTE:  Expross-m,  Nows-o  and  Light-o  puhlishod  5  doys  o  wook  only. 
NOTE:  Light-o,  at.&5  changed  from  eight  to  nino-column  Juno  15, 1976. 
NOTE:  Light  hguros  oboue  reflect  octuol  nino  column  moosuramonts. 


SAN  DIEGO,  CALIF. 

Union-m  .  3,111,660  289,220  2,675,186  284/117 

•Union-s  .  1429483  53,392  1,457,679  35452 

Tribune-0  .  3,474426  285,596  2,952400  313,021 

Grand  Total  .  7,815469  628,208  7,085,165  632490 

SJLN  FRANCISCO,  CALIF. 

Chreniclo-m  .  2,083,442  251,764  1,973,085 

Exominor-o  .  2,105,882  251,764  1,994494 

Exominor  &  Chreniclo-S  .  1,137,793  _  1,372460 

Grand  Total  .  5,327,117  503,528  5,339,n9 


1976  1975 

FUU  RUN  PART  RUN  FUU  RUN  PART  RUN 
SAN  JOSE,  CALIF. 

Morcury-m  .  4,699495  179404  4,114405  194,842 

Nows-o  .  3,525440  179421  3432,824  185471 

•Morcury-Nows-5  .  1414,719  _  1,860,049  _ 

Grand  Total  .  9,840/154  358,625  9407478  380413 

NOTE:  Alorcury-m  end  Nows-o  has  o  ambinod  sot.  edition;  tho  Enogo  is 
only  shown  for  tho  Morary-m. 

SHREVEPORT,  LA. 

Journol-o  .  1492422  22,752  1,490/157 

Timos-m  .  2424433  63,072  2462460 

rimos-S  .  967416  22400  1,160488 

Grand  Totol  .  4/184,171  108,024  4,913405 

SYRACUSE,  N.Y. 


Herald  iournal-e  . . . . 

..  2421,165 

7421 

1,925444 

9469 

*Herald  Americon-S  . . 

..  1,104,996 

17418 

1495419 

29473 

Post  Stendofd-m  . . . . 

..  1,202,752 

19,964 

1,056407 

19,926 

Grand  Totol  . 

..  4428,913 

44403 

4,076,770 

58,468 

NOTE:  Post  Standord-m,  Horald  Jouraol-o  and  Horald  Amorian-5  chongod 
from  eight  to  nino-akimn  Sopt.  1,  1976. 


TollahosM*,  Fki. 

Democrot-e  .... 

.  1421436 

1435,960 

7475 

*0emocrot-S  ... 

.  584,705 

706474 

Grond  Total 

.  2406481 

2442434 

7475 

NOTE:  Domocrat-o  and  5  chongod  from  eight  to  six-ahimn  Aug.  1, 1976. 
TJUWPA,  FLJL. 

Tribuno-m  .  3,199,130  400,700  341*462  251,608 

•Tribuno-S  .  1,297461  106452  1,520,654 

Timos-o  .  2470,»6  _  1,989,473  _ 

Grand  Total  .  6,566,787  507452  6,729,789  251408 

NOTE:  TribuM-m  ond  5  and  Timos-o  chongod  from  eight  to  nino-alumn 
Oct.  27,  1975. 


TRENTON,  NJ. 


Times-e  . 

..  2448472 

1,705,190 

fTimes  Advertiser-S  . . 

..  1462,833 

1,233432 

8410 

Trentonion-m  . 

..  1,427,901 

1455447 

Trentonion-S  . 

169,921 

205,181 

Grand  Totol  . 

..  4,709427 

4,499450 

8,010 

NOTE:  Timos-o  puhEshod  5  doys  e  wook  only;  oHoctiuo  Sopt.  13,  1975 
pubEshod  6  doys  o  week. 

NOTE;  Timos-o  end  Timos  Aduortiar-S  chongod  from  nino  to  six-alumn 
Sopt.  10,  1974. 

NOTE:  Trantonion-S  hrst  puhEation  Nou.  13,  1975. 

WJLSHINGTON,  D.C. 


Post-m  .  4,772,100  367,425  3,853454  23,712 

•Post-S  .  2420439  574476  1421,222  410,456 

5tor-o  .  2452494  353/142  2452,019  366449 

Sfor-S  .  712444  190,788  1,183,127  111406 

Grand  Totol  .  9456,9n  1,485431  9,709,922  912423 

NOTE:  Post-m  ond  5  ond  5tar-o  and  5  chongod  from  eight  to  nino-cehimn 
Aug.  2,  1976. 

WEST  PALM  BEACH,  FUL. 

Post-m  .  2468458  73,889  2422,474  113,923 

rimos-o  .  2491,711  74,101  2,110423  113418 

•Post  Timos-S  .  1,1M408  _  1425450  _ 

Grand  Total  .  6,248477  147,990  5,958447  227441 


NOTE:  Post-m  and  Timos-o  houo  o  combined  sot.  odition;  tho  linage  is  only 
shown  in  tho  Post-m. 

NOTE:  Post-m,  rimos-o  ond  Post  Timos-S  chongod  from  eight  to  six-alumn 
Oct.  1,  1975. 

WHITE  PLAINS,  N.Y. 


Ropoitor  Dispotch-o  ....  1411.411  266454  1,793459  168,720 

tRoportor  Dispotch-S  . . .  585401  _ _ 

Grand  Total  .  2/196412  266,454  1,793459  168,720 

NOTE:  Ropottar  Dispotch-S  hrst  puhEation  Sopt.  5,  1976. 

WICHITA,  KANS. 

EogU-m  .  2,441,965  217,475 

Boocon-o  .  989,699  120467 

•EogU-Boocen-S  .  711,719  70,176 

Grand  Total  .  4,143483  408418 


NOTE:  Not  mooarod  by  Modio  Roards  in  1975;  Eoglo-m  and  Boocon-o 
hos  0  ambinod  sot.  odition.  Tho  Enogo  it  only  shown  in  tho  Eoglo-m. 
NOTE:  Eoglo-m,  Booan-o  and  Eagle  Boocon-S  chongod  from  eight  to 
six-alumn  Sopt.  I,  1975. 


OCTOBER  I976/I97S 
LINAGE  FIGURES 
SUPPLIED  BY  PUBLISHERS 

ALBANY,  N.Y. 

Timos-Union-m  .  1468,317  1,647411 

Knickoibockor  Nours-o  . .  1,184,762  1410476 

Timot-Union-S  .  757,905  835,031 

Grand  Totol  .  3410,984  3,492,418 

BANGOR,  AAAINE 

Nowt-m  .  1,429,930  1  435483 

BURLINGTON,  VT. 

Free  Press-m  .  1,914,990  1,753,262 

CHILLICOTHE,  OHIO 

GoxoHo-o  .  1,190478  1,123,794 

NOTE:  Includes  inarts — 3564M  linos  in  1976;  240,800  linos  in  1975. 

COLUMBUS,  NEB. 

Tologram-o  .  869,148  727,720 

NOTE:  Includes  150496  Enos  in  1976;  62,944  in  1975. 

DAVENPORT,  IOWA 

Ouod-City  Timos-otm  ...  3.106490  2,843,050 

Quod-City  rtmo$-S  .  719,152  956408 

Grond  Totol  .  3,825442  3,799458 

DES  MOINES,  IOWA 

Rogistor-m  .  747.n9  214,424  699,052  183,256 

Trihuno-o  .  1455473  1,160475 

Rogistar-5  .  790,739  143,294  836,701  141,147 

Grand  Total  .  2,793,851  357,718  2,696,128  324,403 

NOTE:  Register  and  Tribune  changed  from  8  to  6  columns  Jon.  4.  1976; 
Both  1975  ond  1976  hguros  shown  oboa  ora  on  t-column  bosis. 

DOVER,  DELAWARE 

Doloworo  State  Nows-o&S  893,918  830,487 

NOTE:  Figuros  shown  obow  ora  on  o  6  column  basis. 

(Continued  on  page  38) 
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1976  1975 

FUU  RUN  PART  RUN  FUU  RUN  PART  RUN 


EDMONTON,  ALTA. 

JouimI.*  .  4,870,042  4,535,178 

FORT  COLLINS,  COLO. 

ColoradMn.«5  .  1,789,942  1,512,252 

NOTE:  Includes  insnrts— 339,528  tms  in  1976;  149,744  tnns  in  1975. 
FORT  WAYNE,  IND. 

JounwMjocnltn.ffl  .  2,400,636  2,096,556 

Nnws-5nntintl.n  .  1,781,626  1,654,009 

Joumo|.Oaznttt-S  .  872,151  706,097 

GrhhI  Total  .  5/154,413  4,456,662 

FORTH  WORTH,  TEX. 

Star-ToU«rani.in  .  2,297,400  2,066,302 

5tar-Ttlo9rain.o  .  2438,872  2477,024 

Star-Tolo9imn-S  .  U19400  1467402 

Grand  Total  .  6,155,772  6410428 

FREMONT,  NEt. 

Tribvno.0  .  944,594  861 424 

NOTE:  Includes  inserts— 178,192  lines  in  1976;  120,400  Ones  in  1975. 
GREENVILU,  S.C. 

News-mS  .  2,737,994  2488418 

Piednient.e  .  14454T*  1429448 

Grand  Total  .  4,183470  44174M 

INDIANAPOLIS,  IND. 

Star-m  .  3476,752  3,157450 

News.e  .  2,473,913  2469,966 

Staf-S  .  1497,474  1,996449 

Grand  Total  .  7448,139  7423485 

IOWA  CITY,  IOWA 

Prass<itiion.o  .  1468,116  988,498 

NOTl.  Includos  insorts— 159,460  lines  in  1976;  176,120  Hnes  in  1975. 
KANSAS  CITY,  MO. 

Tinws-m  .  2471,497  2,421415 

Star.o  .  976,188  111419  954460  111450 

5tar-S  .  1438,422  1446,770  _ 

Grand  Total  .  4486,107  111419  5422445  111450 

KITCHENER-WATERLOO,  ONT. 

Rocoid^  .  3451,737  2,785,790 

LETHBRIDGE,  ALTA. 

NeraU-e  .  1405411  1485412 

LINCOLN,  NEB. 

Joumol-StarHl&S  .  2,122,148  2,008,440 

NOTE:  Includos  inserts — 2554^  Ones  in  1976. 

LOUISVILLE,  KY. 

Courier.Joufiie1.ni  .  2451,031  2,455,760 

Tinios.e  .  2,480481  2447,167 

Courier  Jouraol  B  Tinies.S  1,709,985  2414,400 

Grand  Total  .  6,741,697  6,817427 


NOTE:  ROP  Disploy  Linopo  published  on  6.colunMi  bosis,  but  converted  to 
8.colunin  bosis  obove.  Clossifiod  pubRshod  end  reportad  obove  on 
10.coluinn  bosis.  ^ 


AAADISON,  WIS. 

Copital  Tiines.e  .  2,413,726  2,170405 

Wis.  State  Joumol.m  . . .  2,432,724  2400480 

Wis.  Stote  Journol  S  . . .  919488  988443 

Grand  Total  .  5,785418  5,359408 

NOTE:  O-column  popes  hove  been  converted  to  8Kolunin  lipuras. 

-  MEMPHIS,  TENN. 

Commorciol  AppooLm  . .  2,720,046  2,947436 

Press.Sciniitar.e  .  1,623,748  120,148  1,781,948  118,116 

Cominerciol  Appool.S.  . . .  1454494  1  407,894 

Grand  Total  .  5,998,188  120,148  6,037,178  116,116 

MERIDEN,  CONN. 

Rocordm  ...7 .  1,204436  .  1/153,180 

Jovrnol.0  . .  1,161,482  1,110,172 

Grand  Total _ '. . . .  2465,818  2483452 

MONROE,  LA. 

World.m  .  1439,498  1447493 

Nows.$tar.e  .  1485,144  1,194,173 

World  s  .  539,224  807434 

Grand  Total  .  3,143484  3,148,900 

{MONTREAL,  QUE. 

Gocoltem  .  1421,046  1495402 

5tor.e  .  3,154400  3425,000 

U  Devoir  m  .  543,877  150,918 

U  0inioncho.Matin.S  . . .  428472  469481 

NOTE:  lo  Dimonche.Motin  includes  "Perspective"  end  inserts:  75,095  Enes 
in  1976;  64,024  tnes  in  1975. 

NASHUA,  N.H. 

Telepraph.e  .  1491,957  1,173,039 

NEWPORT  NEWS,  VA. 

Prass  m  .  2,476498  2,229,192 

Tinies4lerald.e  .  2410418  1,948,996 

PressS  .  1,118,040  1495486 

Grand  Total  .  5,905,256  5  473454 


1978 

1975 

FUU  RUN  PART  RUN  FUU  RUN  PART  RUN 
NORFOLK,  VA. 

Vir9ifiio*Pilet*m 

.  3,140498 

2,982,924 

Lo4|or-5tar-o  _ 

.  2,737423 

2488,908 

Virf iiii«>filof-S  . . . 

.  1458,803 

1432448 

Grond  Totol  , . . 

.  7,434,124 

NORTH  BAT  ONT. 

8.902480 

Nu99ot-«  . 

.  1492438 

NORTH  PLATTE,  NEB. 

1493,174 

Tologrom-o-sot.-m 

.  720470 

825480 

NOTE:  tnelvdos  Fomily  WooUy:  48,846  Inos  in  1976;  58,366  Knos  in  1975. 
OAKLAND,  CALIF. 

TriWno-o  . 

.  2,185,008  400,720 

2441,957  194,489 

Tribimo-S  . 

.  1,100,838 

1425418 

Grand  Total  .  3465,642  400,720  3487475  194,489 

NOTE:  Sundoy  includes  Porado  end  Comics:  84,180  (nos  in  1978;  83417 
(nos  in  1975. 


OGDEN,  UTAH 

Standoid  Euniinor.o  ....  1,8354^  1,713484 

Standord  Enminer.S  . . .  807,922  888,940 

Grand  Total  .  2443404  2482434 

NOTE:  Sundoy  includos  Fomily  WooUy:  88448  (nos  in  1978;  75404  (nos  in 
1975. 


OKLAHOIMA  CITY,  OKLA. 


OUohomonHn  . . . . 

.  2,192408  588,113 

1,981481 

481441 

Timos-o  . 

.  1,931455  472,948 

1,755,157 

388,205 

OUokomon-S  _ 

.  1418407 

1423404 

Grond  Total 

.  5442488  1459481 

OMAHA,  NEB. 

5440442 

889448 

WorU*Hof«ld*m,o,S 

....  3454448 

3415442 

ORJLNGE  COUNTY,  CALIF. 

Rogistar^m  . 

.  4453,918 

3424,438 

Rogislor-o  . 

.  4453,918 

3,824,438 

Rofistar-S  . 

.  1.283470 

1.483,723 

Grond  Total 

.  5418,988 

5488,159 

NOTE:  AN  Doy  Nowspoptr,  mto  mU  in  combinotion;  Porodo  linooo  is 

includod  obovt. 

OTTAWA,  ONT. 

UDroH-o  . 

.  2,487432 

PHOENIX,  ARIZ. 

2464,787 

Ropvblic>m  . 

.  4427490 

3,880,240 

Goxotta-o  . 

.  4,038412 

3,739,904 

Ro|ivb(c-5  . 

.  1438.894 

1408,912 

Grond  Total 

.  9,802,798 

9,429,058 

PORTLAND,  NULINE 

Pross-HtroU-m 

.  1,282,448 

1.187427 

Eipross-o  . 

.  1438,775 

978425 

Tologrom-S  . . . . 

.  802,755 

743409 

Grond  Total 

.  3,111,978 

2,907,081 

NOTE:  Sundoy  includos  Porodo. 

PORTLAND,  ORE. 

Orogonion-m-S  . . 

.  5429470 

5,018428 

Oregon  Journol-o 

.  1,405,418 

1450,424 

Grond  Total 

.  8,434,988 

8,288,752 

POUGHKEEPSIE,  N.Y. 

Jouniol>o,S  . 

.  2,988484 

2,783,480 

NOTE:  Irtcludos  inwrti— 924472  (rros  io  1978;  592488  Itrtos  i 

in  1975. 

READING,  PA. 

Timos-m^oglo-0’ . 

.  1,734427 

1473492 

Eoglo-S  . 

720,841 

840,758 

Grond  Totol 

.  2,454,988 

RENO,  NEV. 

2,414448 

Gozotto  8  Journol-m,o8S  4319^78 

3453458 

NOTE:  Irtcludoi  trtwrto— 1405,000  (rtoi  io  1978; 

734,440  (not 

in  1975. 

RICHMOND,  VA. 

Timos-Oisgoteb-m 

.  2480471 

1,983,707 

Nows-Uodor-o  . 

.  1,782,988 

1,837,809 

Timos-Dispotcb>S 

.  1.193.908 

1431425 

Grond  Totol 

.  5437,747 

5452441 

NOTE:  Port-run  ood  comics  not  includod. 

ST. 

CLOUD  A  LITTLE  FALLS, 

MINN. 

Times  t  Trenscrip|.o  ...  2493,910  2418,198 

NOTE:  Includos  inserts— 809424  linos  in  1978;  547408  (nos  in  1975. 


SALINAS,  CALIF. 

Co(iornion.o  .  2474418  2,135,478 

NOTE:  Includos  inserts— 895,778  (nos  in  1978;  830498  (nos  in  1975. 
SANTA  BARBARA,  CALIF. 

Nows4>ross.o4  .  2432,932  2,302481 

NOTE:  Porade  (nope  not  iiKludod. 

SCOTTS  BLUFF,  NEB. 

SlorHeraUmS  .  873472  873,004 

NOTE:  Fomily  Woobly  includod— 85,1 12  (nos  in  1978;  88488  (nos  in  1975. 
SEATTLE,  WASH. 

Post.|ntal(poncor.m  ....  1425,422  1430,858 

Post-IntoKponcor-S  ....  538,782  638,384 

Grand  Total  .  2,384404  2,287442 

Timos.o$  .  4,249,140  3,992,450 

NOTE:  Times  chonpod  Irom  8  to  8  columns  in  Jon.  1978.  AR  Post  (nope 
lipuras  shown  obove  hove  been  converted  to  8  column  bosis. 


1978  1975 

FUU  RUN  PART  RUN  FUU  RUN  PART  RUN 

SIOUX  FALLS,  S.P. 

Arpus-leoderra4  .  2,479,108  2481,490 

NOTE:  Includes  inserts— 725,928  (nes  in  1978;  520,128  (nes  in  1975. 


SOUTH  BAY  (TORRANCE),  CALIF. 


South  Roy  Breozo-o  . 

...  3408,468 

SPOKANE,  WASH. 

3,114470 

Spobtsmon-Roviow-m 

...  1477445 

1490415 

Cbroniclo-o  . 

...  1,728,773 

1408440 

Spohosmon-Roviow-S 

. . .  845497 

1435400 

Grond  Total  .... 

....  4,151413 

3,932455 

NOTE:  Sundoy  end  Grond  Total  includos  hrade  (nope. 

STOCKTON,  CALIF. 

Record.e,S  .  2405,182  2432,904 

NOTE:  Includes  inserts — 748,M  (nes  in  1978;  500,884  (nes  in  1975. 


TACOAAA,  WASH. 

News  Tribune.e  ond 


Tribune  t  Lod«or-5 

..  3475,948 

3,284,998 

Blotlo-o  . 

TOUDO,  OHIO 
..  2418,991 

2451483 

8lodo-$  . . 

..  1,280,914 

1,401494 

Grand  Total  . 

..  3,939,905 

3,752477 

NOTE:  Blodo-o4$  chonpod  from  oipht  to  nino-cohimn  Moy  1,  1976. 

Dody  Copitol-m  . 

TOPEKA,  KANS. 

..  1,701,784 

1,713,432 

Stoto  Journol-o  . 

..  1,401,148 

1,401425 

Copitol-Journol-S  . . . . 

. .  584457 

893,288 

Grand  Totol  . 

..  3487.789 

3,807,923 

Star*«  . 

TORONTO,  OFIT. 

..  4,907452 

5,180481 

Star-m  . 

TUCSON,  ARIZ. 

..  3,094444 

2485,729 

Citizon-o  . 

..  3,187439 

2,830,912 

Slor-S  . 

. .  939498 

1,158473 

Grand  Totol  . 

...  7421,781 

8474,714 

NOTE:  Sundoy  includos  "Porodo"  linogo. 

WorM-m  . 

TULSA,  OKUL. 

...  1484,094 

1412484 

Tribuno-o  . . 

...  1480,103 

1,779,182 

WorH-S  . 

. . .  793425 

885431 

Grand  Totol  . 

...  4417,422 

4,477497 

NOTE:  Figures  oil  bosod 

on  6  column  (9  column  clossifiod).  1975  figures 

convortod  to  somo. 

Sun-0  . 

VANCOUVER,  B.C. 

..  4,448,485 

4458,708 

NOTE:  Includos  Woohond  Mogozinos.  All  figures 

on  6-coluffln  formot. 

rimos-DoHo-o  . . 

VISALIA,  CALIF. 

...  2,040,528 

1480,748 

NOTE:  Indudot  insortt— 732432  (nos  in  1978;  418,992  linos  in  1975. 

Nows-Sun^  . 

WAUKEGAN,  ILL. 

...  2428,744 

2,028,810 

Timos-Uodor-Nows- 
Rocord-AN  Day  . . . 

WILKES-BARRE,  PA. 

...  1411,775 

1488491 

Indopondont-S  . 

...  590442 

845441 

Grand  Total  . 

...  2,102,117 

2413,932 

NOTE:  Independent-S  includes  hrade;  82480  (nes  in  1978;  74,921  (nes  in 
1975.  MMSured  by  Advertisinp  Oieckinp  Bureau,  Inc. 

NOTE:  rimos-loodor/Nows  Record  dees  not  includo  341,948  (nos  el  $up- 
plomoftt  Advertisinp  lor  Nov.  1978. 


WILMINGTON,  DEL. 

Nows/ Joe  mol 

(mto-men.  to  iri.)  . . .  2408,788  2,022,724 

Nows  Journol-S  .  259474  278490 

Grand  Total  .  2488,142  2,299,414 

WILMINGTON,  N.C. 

Star-Nows-AI  Day  .  1499438  1473,894 

Star-Nows-S  .  519412  399474 

Grand  Total  .  1419,048  1,773488 

WINDSOR,  OF4T. 

Storra  .  2,703,128  2,438,132 

WINNIPEG,  AAAN. 

Tribuno.0  .  2,774498  3  405,983 

Free  Prass.o  .  3438,435  3400,972 

WINSTON-SALEM,  N.C. 

Journol-m  .  2,082480  1,895408 

Twin  City  Sontinol-o  ....  1490,084  1,804,974 

Joumol-Sontinol-S  .  783480  1437,918 

Grand  Total  .  4,415404  4,538,100 

NOTE:  Pert-run  ond  comics  not  includod. 

WORCESTER,  NULSS. 

Tolopram-m  .  1,194482  1,100,775 

Go»tte-e  .  1,152,955  971,848 

Tolepram-5  .  1,052,839  1  488,970 

Grond  Total  .  3,400,178  3,459493 


Savings  bank  ads 

(Continued  from  page  18) 

waukee  dailies  has  resulted  in  tremen¬ 
dous  growth  in  savings — without  adding 
branch  offices.  Competitors  have  added 
branches  yet  Security  has  matched  or 
exceeded  their  gains  without  having  to 
do  this. 

Schnieder  stressed  the  time  advantage 
of  newspaper  advertising,  for,  like  a  re¬ 
tailer,  a  savings  company  is  oriented  to  a 
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next-day  “sale”  or  deposit.  He  expects 
an  ad  to  produce  results.  Also,  with 
newspapers,  advertising  can  be  geared  to 
peak  savings  times. 

Schmidtke  described  the  Security 
campaign  as  having  “murdered  the  com¬ 
petition.”  He  added  that  the  Security  ac¬ 
count  is  really  a  classic,  textbook  case. 
• 

There  are  more  than  600  Sunday 
newspapers  in  the  United  States  with  a 
total  circulation  of  more  than  51  million. 


Booth  offer  expires 

A  representative  of  Samuel  I. 
Newhouse,  New  York  newspaper  pub¬ 
lisher,  announced  the  expiration  of 
Newhouse’s  offer  to  purchase  all  out¬ 
standing  common  stock  of  Booth  News¬ 
papers,  Inc.,  of  Ann  Arbor,  for  $47  a 
share  in  cash.  Newhouse  bought 
5,480,543  shares,  or  99.8  percent  of  the 
total  outstanding. 
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E&P  Market  Guide  provides 


a  mine  of  data  for 

For  the  past  53  years,  leading  retailers 
have  been  using  the  Editor  &  Publisher 
MARKET  GUIDE  as  a  marketing  tool. 
Department  stores  and  food,  drug  and 
merchandise  chains  have  found  that 
Editor  &  Publisher’s  annual  compilation 
of  local  market  data  for  daily  newspaper 
markets  in  the  U.S.  and  Canada  provides 
them  with  comparable  statistics  and  facts 
that  are  accurate,  current  and  updated 
annually. 

The  Market  Guide  was  originally 
created  with  national  advertisers  and  ad¬ 
vertising  agencies  in  mind,  but  it  became 
increasingly  evident,  with  the  growth  of 
chains  and  franchise  operations  and  de¬ 
velopment  of  shopping  centers  and 
malls,  that  more  and  more  retailers  were 
using  the  Market  Guide. 

A  survey  made  a  few  years  ago  indi¬ 
cated  that  90%  of  chain  store  buyers  of 
the  publication  used  it  in  planning  new 
stores,  plants,  or  warehouses,  while 
other  advertisers  showed  only  a  32%  use 
for  this  purpose.  The  rapid  growth  of 
these  chains  is  evident  from  the  data  on 
the  60  largest  department  and  chains  that 
use  the  Market  Guide,  operating  a  total 
of  more  than  15,000  inidividual  stores 
and  outlets. 

In  addition,  64  specialty  store  chains 
use  the  Guide  for  site  selection  purposes, 
and  the  same  is  true  for  52  major  super¬ 
market  groups  with  a  total  of  19,000  indi¬ 
vidual  outlets  across  the  country. 

In  all,  the  Guide  is  being  used  by  700 
chains  with  about  45,000  outlets. 

The  publication  is  also  used  by  70%  of 
the  nation’s  leading  national  advertisers 
and  80%  of  leading  ad  agencies  (with 
total  billings  of  more  than  $7-billion.) 
The  Market  Guide  survey  showed  that 
they  use  the  publication  for  market  com¬ 
parisons,  test  marketing,  media  informa¬ 
tion,  marketing  planning  and  compari¬ 
sons  of  specific  target  areas. 

A  reason  for  the  growth  of  interest  in 
the  Market  Guide  is  that  its  content  is 
completely  revised  annually.  In  coopera¬ 
tion  with  the  Marketing  Economics  Insti¬ 
tute,  Ltd.,  Market  Guide  editors  prepare 
annual  tables  on  retail  sales,  showing 
latest  U.S.  Census  figures  (1972),  along 
with  current  estimates  for  1976  and  1977 
for  every  U.S.  county,  and  each  city  in 
the  U.S.  and  Canada  where  a  daily 
newspaper  is  published.  Other  tables 
show  breakdowns  for  each  of  these  mar¬ 
kets  for  nine  categories  of  retail  sales, 
and  including  the  number  of  stores  in 
each  market,  in  each  category. 

A  companion  table  presents,  along 
with  latest  census  figures,  1978  popula¬ 
tion  estimates,  1977  personal  income  es¬ 
timates,  households  and  income  per 
household  for  each  county  and  news¬ 
paper  city.  Farm  data  on  value  of  crops 
and  livestock  complete  the  tables. 
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retailers 


The  heart  of  the  Market  Guide,  how¬ 
ever,  is  its  series  of  individual  market 
surveys,  approximately  1,500  of  them, 
one  for  each  daily  newspaper  city  in  the 
United  States  and  Canada. 

Each  survey  includes  14  comparable 
items,  starting  with  the  location  of  each 
market,  and  also  showing  transportation 
available  (trucking,  rail,  highways,  bus¬ 
lines,  airlines,  etc.)  Population  is  shown 
for  corporate  city,  including  current  local 
estimates;  city  zone,  retail  trading  zone, 
etc.  Similar  breakdowns  are  also  in¬ 
cluded  for  households. 

In  a  compilation  of  banking  informa¬ 
tion,  the  directory  shows  number  of  in¬ 
dustrial,  savings  &  loan  and  commercial 
banks,  and  their  deposits.  A  count  of 
passenger  cars  is  shown  for  each  county, 
and  the  number  of  residential  electric 
and  gas  meters  is  presented.  This  has 
been  described  as  essential  information 
in  market  planning  for  appliance  chains 
and  dealers. 

Principal  local  industries  are  listed 
along  with  number  of  wage  earners  in 
each,  and  average  weekly  wages,  plus 
principal  pay  days. 

Climate  information  presented  gives 
minimum  and  maximum  temperatures, 
and  dates  of  first  and  last  killing  frosts. 

Data  on  whether  tap  water  is  hard, 
soft,  alkaline,  fluoridated  is  included  for 
each  market,  and  has  proven  useful  mar¬ 
keting  information  for  detergent,  water 
softener  and  Other  merchandisers. 

For  each  individual  market,  the  Mar¬ 
ket  Guide  lists  shopping  centers  by 
name,  tells  number  of  stores  in  each,  and 
lists  principal  stores  and  supermarkets. 
Nights  of  store  openings  are  also  in¬ 
cluded.  A  list  of  department,  discount, 
variety,  drug,  food  and  other  chains  is 
also  included.  The  14th  item  in  each  table 
is  the  name  of  the  local  newspaper(s)  and 


JASPER,  ALA. 

1-  LOCATION:  Walker  County,  (in  Birmingham,  Ala. 
SMSA).  E&P  Map  B-2.  42  miles  NiW.  of  Birm¬ 
ingham.  County  %at.  Mining,  manufacturing,  and 
agriculture  (includes  cattle,  poultry,  &  timber). 

2-  TRANSPORTATION:  Railroads— Frisco  and  Illinois 
Central;  Southern. 

Motor  Frci{M  Carriers— Hiller;  Ross  Neely;  plus  con¬ 
nections  with  all  Carriers  serving  Birmingham. 

Bus  Lines— Greyhound;  Trailways. 

3- POPULATION: 

Corp.  City  70  Cen.  10,798;  Loc.  Est . 15,330 

City  Zone  Local  Estimate  . ; . . .  17,996 

Retail  Zone  Local  Estimate . 61,825 

Birmingham  SMSA 

(70  Cen.)  767,230;  Loc.  Est . 801,816 

County  70  Cen.  56,246;  Loc.  Est . 69,215 

4- HOUSEHOLDS: 

70  Census;  City  3,600;  County . 17,697 

Loc.  Est.  City  5,518;  County . 23,643 

SMSA:  70  Cen.  240,763;  Loc  Est . 273,210 

5-  Banks:  Number  Est.  Deposits 

Commercial  Banks .  3  $77,000,000 

Savings  &  Loan .  2  $45,000,000 

6- PASSENGER  AUTOS:  County . 32,980 

7- ELECTRIC  METERS:  Residence . 1 1,014 

8- 6AS  METERS:  Residence . 2,861 

9- PRINCIPAL  INDUSTRIES  (County):  Approximately 
18,000  principally  mining,  manufacturing,  and 
agriculture. 

10-  CLIMATE:  Min.  &  Max.  Temp.— Spring  40-94; 
Summer  55-96;  Fall  20-89;  Winter  1  l-7f 

11- TAP  WATER:  Flouridated. 

12- RETAILING: 

Nearby  Shoppini  Centers 

Center  No.  of  Stores  Principal  Store 

Jasper  Square  12  Big  K  DepL,  Bruno’s  MkL 
Parklands  40  Ben  Franklin,  ^r$,  A&P 

13- RETAIL  OUTLHS:  Department  Stores-J.  C.  Pen¬ 
ney,  Weinstein’s;  Engle’s;  G.  May  &  Sons  2;  Top 
Dollar. 

Discount  Stores-Top  Dollar;  G.  C.  Murphy;  Bar- 
gaintown;  Payless;  David  Lee’s;  Fred's  BigK. 

Variety  Stores-Woolworths;  Elmore  s;  Ben 
Franklin. 

Chain  Supermarkets-A&P;  Bruno’s  2;  Winn-Dixie  2; 
Handy  Dandy  Minit  Mkts.  4;  Son's  5. 

Other  Chain  Stores-Goodyear;  Firestone;  Singer; 
Lwch’s;  Big  B. 

14- NEWSPAPERS;  MOUNTAIN  EAGLE  (e  Mon.  to 
Fri.)  1 1,01 1;  sworn  Mar.  31, 1976. 

Local  Contact  for  Advertising  and  Merchandising 
Data:  H.  S.  Prince.  Jr.,  Publisher,  or  John  Walker. 

its  circulation,  the  name  of  the  local  con¬ 
tact  for  advertising  and  merchandising, 
and  the  paper’s  national  representative. 

The  \911  edition  of  the  Market  Guide 
has  just  come  off  the  presses.  Nearly 
40%  of  the  press  run  has  been  sold  with 
pre-publication  orders.  Copies  of  the 
500-page  publication  are  available  at  $25 
per  copy,  ($22  each  for  orders  of  five  or 
more  copies)  by  writing  to  E&P  Market 
Guide,  Circulation  Department,  850 
Third  Avenue,  New  York,  N.Y.  10022. 


For  Powerful  Year  Round  Promotions 
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Eldorado.  111.  62930  •  618  273  3376 
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Antitrust  suit 

(Continued  from  page  33) 


said  to  have  received  all  of  the  defen¬ 
dants  1,620  inches  of  advertising. 

Greenspun  claims  such  a  loss  has 
amounted  to  nearly  $100,000  in  yearly  ad 
revenue  and  said  such  action  has  en¬ 
dangered  the  existence  of  the  Sun. 

Named  in  the  suit  along  with  the  hotels 
and  casinos  are  top  Hughes  executives 
Frank  Gay,  Chester  Davis  and  Nadine 
Henley,  along  with  the  competing  Re¬ 
view  Journal. 

The  Sun  charges  Gay,  Davis  and  Hen¬ 
ley  with  conspiring  with  intent  to  coerce 
the  Sun  into  refusing  to  print  negative 
news  about  Summa  Corp.  and  with  con¬ 
ferring  to  adopt  a  plan  to  destroy  the 
Sun. 

In  adding  the  Review  Journal  as  a  de¬ 
fendant,  the  Sun  claims  it  has  learned 
that  the  general  manager  of  that  paper 
had  met  with  Davis  and  Gay  and  “joined 
in  the  alleged  conspiracy  to  violate  fed¬ 
eral  laws  prohibiting  restraint  of  trade.” 

Attorneys  for  Summa  Corp.  are  ex¬ 
pected  to  primarily  base  their  defense  on 
the  right  of  the  hotels  and  casinos  under 
the  First  Amendment  to  be  able  to  adver¬ 
tise  in  whatever  newspaper  it  wants. 

In  1952  Greenspun  fought  and  won  a 
similar  battle  against  five  major  Las 
Vegas  hotels  and  four  gambling  casinos. 
At  that  time,  the  Sun  was  boycotted  be¬ 
cause  of  certain  editorial  comments 
made  by  Greenspun. 

A  Las  Vegas  federal  judge  at  that  time 
granted  a  preliminary  injection  requiring 
the  hotels  and  casinos  to  continue  adver¬ 
tising  in  the  same  amount  and  frequency 
as  prior  to  the  boycott.  A  settlement  was 
later  reached  in  which  the  defendants 
paid  Greenspun  $80,000  and  agreed  to 
keep  advertising  in  the  Sun.  The  Sun  at 
that  time  was  two  years  old  and  had  a 
circulation  of  8,000.  Today  the  Sun  has  a 
circulation  of  38,500. 
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Annual  Subscription— U.S. A.,  SA40.00.  Payment 
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Monopoly  claimed 
in  newspaper  suit 

The  Sacramento  Union  Corp.  has  filed 
a  $43-million  antitrust  suit  against 
McClatchy  Newspapers  contending  it  il¬ 
legally  monopolizes  the  newspaper  and 
mass  media  market. 

The  suit  names  as  defendants  Eleanor 
McClatchy,  president,  and  C.  K. 
McClatchy,  editor,  of  the  Sacramento, 
Fresno  and  Modesto  Bees.  McClatchy 
also  owns  several  radio  and  television 
stations. 

John  McGoff  is  chairman  of  Sac- 
ramenton  Union  Corp.,  publisher  of  the 
Sacramento  Union. 

In  the  lawsuit,  it  is  charged  that  the 
McClatchy  company  has  offered  either 
joint  ad  buys  between  its  radio  and  tv 
stations  or  discounts  for  ads  in  all  three 
of  its  newspapers. 

McClatchy  and  Eleanor  McClatchy 
denied  the  allegations. 

Other  allegations  assert  that  the  Sac¬ 
ramento  Bee  has  earned  a  substantial 
annual  profit  for  at  least  20  years,  while 
the  Sacramento  Union  and  its  related 
weeklies  have  lost  about  $26,000,000  in 
the  last  10  years.  Direct  operating  losses 
of  $5  million  and  lost  profits  in  excess  of 
$12  million  are  listed  for  the  last  four 
years  in  the  suit. 

The  Union  company  said  that  a  weekly 
controlled  circulation  supplement  to  the 
Bee  was  created  in  1975  to  harm  the  Un¬ 
ion. 

Publisher  lists 
publishing  problems 

Perhaps  the  most  serious  threat  to  the 
newspaper  business  is  the  declining 
newspaper  readership  among  young 
people,  the  president  of  the  National 
Newspaper  Association  said  January  14. 

George  A.  Joplin  III,  publisher  of  the 
Somerset  (Ky.)  Commonwealth  Journal, 
addressed  the  annual  mid-winter  metting 
of  the  Wisconsin  Newspaper  Association. 

He  stated:  “Some  studies  indicate  that 
our  young  people  have  fallen  victims  of 
the  electronic  tube  and  cannot  even  read 
a  newspaper  upon  graduation  from  high 
school  or  college.  If  this  is  not  remedied, 
circulation  will  dwindle  in  the  years  to 
come  as  they  take  their  places  in  the 
world  of  business  and  industry.” 

Joplin  listed  other  woes  confronting 
the  newspaper  area  currently — “the 
threat  of  governmentally  imposed  re¬ 
strictions  and  regulations  from  the  town¬ 
ship  level  right  on  up  the  gamut  to  Con¬ 
gress;  rampaging  inflation  during  a 
period  of  recession;  the  newsprint  short¬ 
age  and  the  rise  in  newsprint  cost;  the 
problem  of  finding  well-trained,  compe¬ 
tent  employees;  the  ever  stronger  com¬ 
petition  for  the  advertising  dollar;  high 
operating  costs;  and  rise  in  postal  rates.” 


U.S.-Germany  exchange 
fellowship  announced 

The  Graduate  School  of  Journalism  at 
Columbia  University,  in  cooperation 
with  the  American  Council  on  Germany, 
Inc.,  has  announced  a  new  travel  and 
study  exchange  program  for  American 
and  German  journalists. 

Up  to  three  journalists  from  each 
country  will  be  chosen  annually  to  be 
John  J.  McCloy  Fellows.  The  program 
honors  the  U.S.  Military  Governor  and 
High  Commissioner  for  Germany  from 
1949  to  1952. 

The  fellowships  are  open  to  all  jour¬ 
nalists  and  provide  travel  and  living  ex¬ 
penses  during  the  four-  to  eight-week  ex¬ 
change  visits.  The  amount  of  each  fel¬ 
lowship  will  depend  on  the  journalist’s 
destination  and  length  of  stay. 

Applications,  which  should  include  a 
brief  essay  on  the  applicant’s  proposed 
study  project,  must  be  submitted  before 
February  15  to:  John  J.  McCloy  Fellow¬ 
ship  Program  Graduate  School  of  Jour¬ 
nalism,  Columbia  University,  New 
York,  N.Y.  10027. 

The  program  will  begin  in  April. 

Workers  receive 
bonus  checks 

The  Garden  State  Paper  Company, 
Inc.  has  distributed  bonus  checks  total¬ 
ling  $172,343  to  members  of  two  unions 
at  its  mill  in  Garfield  under  terms  of  a 
supplemental  labor  agreement. 

Under  the  agreement,  the  company 
puts  $1  into  a  “bonus  pool”  for  each  ton 
of  paper  manufactured  at  the  mill  during 
the  Ciecember  1  to  November  30  “bonus 
year.”  Bonus  shares  received  by  each 
man  are  based  on  the  number  of  hours 
for  which  he  was  paid  during  the  same 
period. 

For  189  men  working  throughout  the 
bonus  year,  the  average  check  was  $874. 

• 

Myles  Arber  wins 
Lovejoy  award 

Myles  Arber,  publisher  of  the  Crested 
Butte  (Colo.)  Chronicle,  has  been 
awarded  the  1976  Elijah  Parrish  Lovejoy 
award  for  courage  in  journalism. 

Arber,  whose  weekly  was  a  prime 
mover  in  the  investigation  of  the  al¬ 
legedly  unethical  land  dealings  of  How¬ 
ard  Callaway,  former  campaign  manager 
for  Gerald  Ford,  lost  over  half  his  adver¬ 
tising  after  the  Callaway  story  appeared. 

The  award  was  presented  to  Arber  by 
the  Southern  Illinois  University- 
Carbondale  School  of  Journalism  last 
month. 
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Reporter  gets  drunk  strike  failed 

■  1^  to  curtail 

on  the  job  publication 


When  Anne  Gold,  reporter  for  the  Yp- 
silanti  (Mich.)  Press,  was  given  the  as¬ 
signment  to  “get  drunk  on  the  job,”  she 
never  imagined  that  her  inebriated  face 
would  appear  in  newspapers  across  the 
country. 

But  that’s  what  happened  when  Ms. 
Gold,  26,  consumed  14  ounces  of  alcohol 
in  3  Vi  hours  to  show  holiday  drivers  the 
detrimental  effects  of  alcohol  on  the 
human  anatomy.  The  story  was  run  na¬ 
tionally  by  the  Associated  Press  on  De¬ 
cember  31. 

The  Press  reporter  was  in  good  spirits 
through  the  initial  stages  of  the  experi¬ 
ment,  but  that  was  normal  for  most  holi¬ 
day  drunks  according  to  two  very  sober 
officials  from  the  Washtenaw  County 
Alcoholic  Abuse  Center  who  monitored 
the  experiment. 

Gold  was  administered  several  tests  at 
regular  intervals  which  were  reproduced 
in  the  following  day’s  edition  of  the 
Press.  Those  tests  measured  her  hand¬ 
writing,  logic  and  dexterity  under  in¬ 
creasing  levels  of  alcohol  consumption. 
The  results  were  phenomenal;  a  legible 
handwriting  recorded  before  the  first 
drink  was  impossible  to  read  at  the  end 
of  the  experiment;  she  failed  the  maze 
test  miserably;  she  had  difficulty  in  light¬ 


ing  a  cigaret;  and  she  was  becoming  in¬ 
coherent. 

The  reporter  was  also  administered  a 
breathalyzer  by  the  Ypsilanti  Police  De¬ 
partment  which  declared  her  “legally 
drunk”  after  eight  drinks.  Her  blood  al¬ 
cohol  content  was  registered  at  .11. 

Managing  editor  Tom  Marquardt  said 
the  idea  originated  after  the  newspaper 
tried  to  come  up  with  an  original  story  to 
discourage  people  from  drinking  and 
driving  on  New  Year’s  Eve.  He  said  sev¬ 
eral  radio  stations  have  done  the  same 
thing  over  the  air,  but  this  is  the  first  time 
to  his  knowledge  that  a  newspaper  has 
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COULD  THIS  BE  YOU?— Ypsilanti 
Press  reporter  Anne  Gold  stands  be¬ 
fore  police  identification  box  used  to 
book  criminals.  Anne's  blood  alcohol 
content  registered  .11  on  the  police 
breathalyzer,  which  made  her  legally 
drunk. 


attempted  the  experiment. 

It  may  have  been  the  first  time  a  Press 
reporter  was  instructed  to  drink  on  the 
job,  too,  he  said,  and  it  is  likely  to  be  the 
last  time  a  Press  reporter  turned  in  an 
expense  voucher  for  a  pint  of  whiskey. 

Gold,  who  awoke  the  next  morning 
slightly  ill,  managed  to  make  it  to  work 
late  in  the  afternoon  to  finish  a  story.  The 
story?  How  to  cure  a  hangover,  includ¬ 
ing  several  methods  that  just  don’t  work. 
• 

The  price  of  a  newspaper  in  the  future 
will  stay  more  like  the  cost  of  a  cup  of 
coffee  than  like  the  cost  of  a  martini. 


A  strike  by  production  workers  failed 
to  prevent  publication  of  a  group  of  lead¬ 
ing  Australian  newspapers  late  last  year. 

Although  1400  printers  remained  on 
strike  for  more  than  two  months,  John 
Fairfax  &  Sons  Limited  produced  every 
issue  of  its  Sydney  based  newspapers — 
the  Sydney  Morning  Herald,  The  Sun, 
Sun-Herald,  National  Times  and  Austra¬ 
lian  Financial  Review. 

It  was  the  first  occasion  in  Australia 
that  a  group  of  newspapers  was  able  to 
successfully  resist  widespread  industrial 
attacks. 

The  company  overcame  daily  picket¬ 
ing  and  violence,  with  several  riots  out¬ 
side  the  loading  docks.  Company  execu¬ 
tives  were  attacked,  trucks  and  cars 
badly  damaged  and  bundles  of  news¬ 
papers  set  on  fire  in  the  streets. 

Despite  these  terrorist  tactics,  the 
Fairfax  newspapers  steadily  increased  in 
size  during  the  strike,  as  the  emergency 
production  procedures  became  part  of 
the  daily  routine.  For  example,  the 
weekly  Sun-Herald  grew  from  1 12  pages 
to  160  tabloid  pages  within  the  first  six 
weeks  of  the  dispute. 

More  than  39  million  copies  of  the 
newspapers  were  produced  during  the 
strike,  with  press  runs  reaching  record 
levels. 

Sales  remained  high  and  advertisers 
maintained  their  heavy  Christmas 
schedules.  Public  support  for  the  com¬ 
pany’s  decision  to  resist  the  union  de¬ 
mands  was  also  very  strong. 

The  beleagured  newspapers  were  pro¬ 
duced  by  about  500  people,  mainly  staff 
officers — former  union  members  who 
have  risen  to  supervisory  positions — 
together  with  volunteers  from  the  adver¬ 
tising,  circulation  and  administration  de¬ 
partments. 

The  dispute  was  over  wages  and  other 
awards  claims  by  the  eight  unions,  with 
new  printing  technology  being  a  key  is¬ 
sue. 

The  Fairfax  newspapers  have  com¬ 
menced  the  most  comprehensive  auto¬ 
mation  plan  for  any  Australian  news¬ 
paper.  However,  they  announced  that  no 
present  employees  would  be  made  re¬ 
dundant  under  the  terms  and  conditions 
of  this  plan. 

The  unions  objected  to  the  use  of  vis¬ 
ual  display  terminals  by  journalists  and 
advertising  staff,  refused  to  even  discuss 
the  plan  and  went  on  strike,  which  they 
continued  in  defiance  of  several  indus¬ 
trial  court  instructions  that  they  should 
return  to  work. 

The  strike  finally  ended  on  December 
20,  with  the  unions  accepting  that  they 
would  be  unable  to  force  the  company  to 
make  any  major  concession. 


NOT  SO  EASY — Ypsilanti  Press  reporter  Charles  Slat  records  the  actions  of 
fellow  reporter  Anne  Gold  as  she  attempts  a  maze  under  the  influence  of  liquor. 
She  starts  out  well  (above)  but  soon  collapses  from  frustration  (below). 
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Ad  scene 

Retail  ad  executive 
Joins  Ad  Bureau 


By  Dan  Lionel 

Alfred  Eisenpreis,  Newspaper  Adver¬ 
tising  Bureau's  new  vicepresident  for 
marketing  is  a  generalist. 

“We're  in  a  new  era  of  reality  in  this 
country,"  he  said.  “We've  come  down  a 
ways  from  the  Sputniks  and  higher 
stratosphere.  Fact  finding  and  quantifi¬ 
cation  are  today's  watchwords."  He's 
not  an  academician,  however.  He  says 
the  facts  should  apply  to  solutions  of 
specific  problems. 

That  he  refers  to  himself  as  a  “card¬ 
holding  research  guy"  enables  an  inter¬ 
viewer  to  ascertain  the  direction  his  con¬ 
tribution  to  the  NAB's  expanded  retail 
effort  may  be  expected  to  take. 

Eisenpreis  who  joined  the  Bureau  on 
January  I  served  as  the  first  marketing 
vicepresident  of  a  department  store  dur¬ 
ing  a  30  year  tenure  with  Allied  Stores 
Corp.,  both  at  the  store  and  corporate 
levels.  He  sees  his  function  in  the 
Bureau's  retail  sector,  where  he  will  re¬ 
port  to  president  Jack  Kauffman,  as 
being  “horizontal"  as  opposed  to  the 
department  store,  chain  store,  and  other 
executives  which  are  .ertical.  He  ex¬ 
pects  his  efforts  will  provide  material  for 
all  the  retail  categories. 

With  major  changes  affecting  our  life 
style,  our  buying  habits,  our  selling 
methods,  Eisenpreis  said  we  must  take  a 
new  and  objective  look  at  the  factors  re¬ 
lating  to  newspaper's  $6  billion  retail  ad¬ 
vertising  stake.  “Most  marketers,”  he 
said,  “have  one  consumer;  newspapers 
have  two — the  advertiser  and  the  reader. 
Newspapers  must  satisfy  both.” 

Does  Eisenpreis  feel  that  total  market 
or  so-called  saturation  coverage  is  the 
answer  retailers  are  seeking?  “Satura¬ 
tion  coverage,”  he  said,  “relates  merely 
to  geography.  Every  household  in  a 
given  area  is  covered.  But  geography 
alone  is  not  necessarily  the  key  to  sales. 
Buying  power,  family  life  style  and  other 
factors  play  a  role.” 

He  sees  a  change  in  the  trend  toward 
the  suburbs  that  caused  center  city 
newspapers  to  lose  important  hunks  of 
circulation.  “There's  less  spreading  out 
today,”  he  said.  “The  newest  tendency 
toward  cluster  housing  and  high  rises 
should  make  the  circulation  problem 
easier  to  solve.” 

“Innovations  that  enable  newspapers 
to  go  back  to  former  subscribers  and  say 
'Look,  this  is  a  new  product'  will  win 
back  circulation  too.”  In  the  latter  con¬ 
nection  he  pointed  to  the  recent  new 
Wednesday  and  Friday  features  in  the 
New  York  Times  as  well  as  sectional  edi- 
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Alfred  Eisenpreis 


tions  both  for  advertisers  and  readers  in 
the  New  York  News  and  in  Los  Angeles 
and  Minneapolis. 

“With  their  ever  growing  use  of 
sophisticated  computers,  newspapers 
are  in  a  position,”  he  said,  “to  develop 
distribution  not  just  anywhere  but  in  rel¬ 
evant  areas  to  the  needs  of  advertisers.” 

As  a  first  step  Eisenpreis  is  going  to 
spend  time  with  publishers  and  stores  in 
many  of  the  major  markets.  “I  want  to 
see  at  close  range  their  competitive  bal¬ 
ances,  their  relationships  with  media 
and  customers.”  After  that  he’s  going  to 
get  into  some  of  the  smaller  markets 
“where  the  merchants  have  not  always 
been  able  to  get  the  best  advice  about 
their  communication  problems.” 

Will  Eisenpreis  be  selling?  “No,”  he 
said,  “rather  1  hope  to  set  up  programs 
that  could  be  implemented  by  publishers 
and  trade  associations  to  help  give  their 
advertising  greater  impact.” 

Does  Eisenpreis  feel  that  newspapers 
should  acknowledge  the  need  for  a  media 
mix  by  retailers?  “We  have  to  look  very 
realistically  at  the  advertisers’  prob¬ 
lem,”  he  said.  “If  one  doesn't  think  in 
terms  of  the  customers’  problems,  one 
isn't  thinking  straight.  There  are,  it  is 
true,  many  media  vying  for  the  retail  ad¬ 
vertising  dollar — radio,  TV,  various  print 
media,  etc.  and  there  is  vast  confusion, 
conflict  and  unsubstantiated  claims.  We 
need  to  clarify — find  ways  to  help  the 
retailer  evaluate  productivity  and  deter¬ 
mine  the  best  possible  means  of 


maximizing  the  return  on  his  advertising 
investment.” 

From  his  retailing  background  Eisen¬ 
preis  has  ascertained  that  there  is  a  major 
question  as  to  what  actually  constitutes' 
results’  from  advertising. 

“How  does  a  store  look  for  results? 
How  does  it  measure  results?  Are  ads 
creating  shoppers  or  customers? 

“Every  store  has  two  things  to  sell,” 
he  said,  ''items  and  the  store  image.  We 
must  learn  how  today’s  people  respond 
to  different  media  and  we’ve  got  to  be 
objective.” 

Does  Eisenpreis  regard  the  growing 
use  of  newspapers  as  virtually  a  trans¬ 
portation  vehicle  for  carrying  inserts  as 
wholesome? 

“Newspapers  are  currently  bringing  to 
the  consumer  a  totality  of  messages.  The 
insert  is  one  way  of  bringing  a  message 
either  in  great  depth  if  it  is  built  around  a 
product  or  great  breadth  in  the  case  of  a 
department  or  mail  order  store.  From  a 
purely  technical  viewpoint  we  are  pro¬ 
viding  a  viable,  effective  and  economical 
means  of  distributing  such  messages  and 
1  think  it  is  indeed  appropriate  for  news¬ 
papers  to  transport  them.” 

Eisenpreis  whose  assignment  prior  to 
joining  the  Bureau  was  as  New  York 
City’s  Administrator  of  Economic 
Development,  said  he  was  impressed 
with  the  caliber  of  research  being  con¬ 
ducted  by  newspapers  in  general  and  the 
NAB  in  particular.  “The  continued  curi¬ 
osity  of  the  Bureau  is  developing  a  body 
of  invaluable  information — new  ideas 
immediately  applicable  to  problem  solu¬ 
tions.” 

As  a  example  he  cited  the  NAB 
study  presented  at  the  NRMA  Conven¬ 
tion  in  New  York  which  showed  that  for 
every  $10,000  spent  by  customers  who 
come  to  a  store  in  answer  to  a  newspaper 
retail  ad,  an  additional  $10,000  is  spent 
by  those  customers. 

The  same  study  also  revealed  that 
where  50%  of  those  queried  said  they 
shopped  competitively  for  an  item  but 
when  they  saw  an  item  in  a  newspaper 
ad,  75%  said  they  bought  the  item  in  the 
store  that  ran  the  ad. 

“Facts  like  these,”  he  said,  “devel¬ 
oped  with  impeccable  research  go  right 
into  the  sales  arsenal.” 

• 

China  daily  goes 
Roman  in  name 

People's  Daily,  mainland  China's  top 
newspaper,  began  the  new  year  by  print¬ 
ing  its  Chinese  name  in  Roman  letters  as 
well  as  Chinese  characters  at  the  top  of 
page  1. 

The  paper  used  China’s  own  spelling 
system  for  the  name,  making  it  Renniin 
Rihao. 

The  Chinese  have  announced  a  goal  of 
changing  from  characters  to  alphabet 
writing  to  facilitate  telegraphic  com¬ 
munication  and  use  of  computers. 
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N.J.  regulates 
auto  dealer  ads 
in  newspapers 

New  Jersey’s  automobile  advertising 
regulations  became  enforceable  on 
January  1. 

The  new  rules  call  for  local  dealer 
placed  auto  ads  to  include  price,  odome¬ 
ter  readings,  and  manufacturer’s  list 
price  on  new  automobiles. 

Also  required  for  disclosure  in  ads  is 
whether  or  not  a  car  has  a  manual  or 
automatic  transmission,  is  equipped  with 
manual  or  power  steering  or  brakes,  and 
whether  air  conditioning  is  included. 

Other  restrictions  involve  the  ter¬ 
minology  of  credit  and  warranty  adver¬ 
tising  as  well  as  sales  on  new  or  used 
vehicles. 

The  regulations  do  not  apply  to  radio 
and  television. 

So  far,  19  administrative  complaints 
have  been  filed  against  dealers  for  al¬ 
leged  violations  of  the  new  regulations, 
with  an  additional  20  complaints 
scheduled  for  filing. 

A  schedule  of  fines  have  been  estab¬ 
lished  for  violators  which  loin  $200  for  a 
first  offense;  $400  for  a  second:  $800  for 
a  third;  and  $1,600  for  a  fourth  or  any 
subsequent  offense,  all  plus  costs. 

Virginia  Long,  director  of  the  N.J.  Di¬ 
vision  of  Consumer  Affairs,  told  a  meet¬ 
ing  of  the  Essex  County  Automotive 
Trade  Association  in  West  Orange  (on 
January  17)  that  the  “point  of  the  regu¬ 
lations  is  to  give  the  consumer  the  kind 
of  information  he  needs  to  comparison 
shop  on  the  basis  of  newspaper 
advertisements.  In  the  past  such 
information  has  been  lacking.’’ 

Ed  Mullane,  a  Bergenfielc  Ford 
dealer,  in  his  address  to  the  group  called 
the  ad  regulations  an  example  of  strangu¬ 
lation  by  government. 


Maine  banks  face 
ad  restrictions 

Banks  in  Maine  may  be  prohibited 
from  advertising  services,  such  as  check¬ 
ing  accounts,  as  “free”  if  conditions 
such  as  minimum  balances  are  required, 
under  proposals  now  being  considered 
by  the  State  Bureau  of  Banks  and  Bank¬ 
ing. 

The  proposals  call  for  advertising  of 
free  checking  account  services  as  long  as 
there  are  no  related  or  hidden  charges 
accompanying  the  free  checking. 

Premiums  and  giveaways  would  be  al¬ 
lowed,  but  giveaways  used  to  promote 
services  must  say  so  clearly  and  the  re¬ 
tail  cost  of  the  giveaway  must  not  be 
advertised. 
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INCOME 

UNDER 

$8,000? 

If  you  had  less 
than  $8,000  in  income 
in  1976,  and  meet 
certain  other 
requirements,  you  may 
qualify.  To  find  out, 
contact  the  IRS. 


THE  EARNED 
INCOME  CREDIT 
CAN  PUT  MONEY 
IN  YOUR 
POCKET. 


Internal  Revenue  Service 

Low-income  credit 
advertised  by  I.R.S. 

In  preparation  for  income  tax  time,  the 
Internal  Revenue  Service  is  distributing 
to  newspapers  and  magazines  drop-in 
ads,  news  releases  and  articles  to  alert 
low-income  individuals  to  Earned  In¬ 
come  Credit. 

Eligible  persons  can  only  obtain  the 
credit — worth  up  to  $400 — by  filing  a 
form  1040  or  1040A  federal  income  tax 
return,  although  they  may  not  normally 
have  to  file. 

Ad  reproductions  and  other  materials 
can  be  obtained  free  from  IRS  District 
public  affairs  officers,  or  from  the  Inter¬ 
nal  Revenue  Service,  Public  Affairs  Di¬ 
vision,  Room  1116,  Atten  C:I;P, 
Washington,  D.C.  20224. 

Meeker  to  president 

Anne  Hecker  has  been  moved  up  to 
president  of  Women  in  Communications 
Inc.  to  fill  the  unexpired  term  of  Linda 
Winkler  who  resigned  because  of  per¬ 
sonal  circumstances.  Hecker  is  assistant 
executive  director  and  public  relations 
director  for  the  Washington  State  Dental 
Association. 


Newspaper  ads  draw 
big  turnout  for  retailer 

A  sale  billed  by  a  Nebraska-based  re¬ 
tailer  in  newspaper  ads  as  the  biggest  in 
Omaha  history,  drew  such  a  response 
last  month  that  the  store’s  doors  had  to 
be  closed  one  hour  after  the  sale  started. 

After  the  first  hour’s  rush,  shoppers 
were  admitted  to  the  store  every  15 
minutes  in  groups  of  50  to  100,  under 
orders  from  local  fire  marshals. 

James  Dismore,  senior  vicepresident 
of  merchandising  and  store  operations 
for  Pamida,  which  operates  franchised 
stores  under  the  Gibson’s  name,  said 
some  30,000  to  40,000  persons  shopped 
the  store  during  the  first  two  days  of  the 
sale.  Traffic  was  backed  up  for  several 
blocks  during  the  first  day  of  the  sale  and 
some  persons  spent  up  to  IVi  hours  try¬ 
ing  to  get  in  and  out  of  the  parking  lot,  he 
said. 

The  response  was  to  an  ad  appearing 
in  the  Omaha  World  Herald  touting  a 
Pamida  “warehouse  sale”  that  was  held 
in  a  former  GEM  store.  The  merchandise 
came  from  Pamida’s  warehouse  and 
from  several  of  its  Gibson  stores.  It  in¬ 
cluded  merchandise  that  was  being  dis¬ 
continued  and  was  being  offered  at 
prices  cut  in  thirds,  halves  and  fourths. 

The  chain  originally  planned  to  use  the 
store  as  a  warehouse  but  then  decided  to 
hold  the  sale  to  get  rid  of  the  merchan¬ 
dise.  The  sale  wound  up  lasting  more 
than  a  month  with  full  page  ads  and  dou¬ 
ble  truck  newspaper  ads  promoting  it. 

• 

Westinghouse  bulb 
promotion  in  papers 

Shirley  Cothran,  Miss  America  1975, 
has  been  signed  by  Westinghouse  Elec¬ 
tric  Corp.,  to  be  spokesperson  for  a  light 
bulb  ad  campaign,  nicknamed  “Easy  on 
the  Eyes.” 

Newspapers,  and  radio  will  carry  the 
promotion  in  12  markets  including: 
Phoenix,  New  Orleans,  Columbus.  Ohio, 
Nashville,  Pittsburgh,  Cincinnati, 
Philadelphia,  Indianapolis,  Minneapolis, 
Atlanta,  Seattle,  and  Norfolk. 

Ketchum,  MacLeod  &  Grove  Inc.  is 
the  agency  handling  ads  and  public  rela¬ 
tions. 

It  commences  in  mid-February,  and 
will  continue  for  an  8- week  period. 

The  campaign,  aimed  primarily  at 
women,  features  a  fashion  sweepstakes 
with  a  grand  prize  of  a  $10,000  wardrobe. 

Newsprint  exec  dies 

Charles  C.  Carpenter,  74.  retired 
senior  vicepresident  and  director  of  the 
International  Sales  Paper  Co.,  died  De¬ 
cember  13  at  Hilton  Head  Hospital. 
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Trustees  expand  objectives 
to  improve  journalism 


Third  m 

By  Jerome  H.  Walker 

In  the  two  previous  articles  the  con¬ 
tributions  of  several  newspaper-related 
foundations  to  journalism  education 
have  been  above  normal,  at  least  among 
the  30  that  responded  to  an  E&P  inquiry 
to  65  such  funds. 

The  common  objective  of  the  majority 
of  these  foundations  is  support  of  local 
community  charitable,  educational,  re¬ 
ligious  and  general  philanthropic  institu¬ 
tions.  Journalism  scholarships  and  teach¬ 
ing  programs  are  incidental  but  the  be¬ 
ginnings  of  a  trend  to  paying  more  atten¬ 
tion  to  these  efforts  have  been  sensed  in 
the  lists  of  benefactions  provided  by 
foundation  administrators. 

THE  JAMES  M.  COX 
FOUNDATION 

The  highlight  from  this  year's  account¬ 
ing  by  the  James  M.  Cox  Foundation  of 
Georgia,  which  honors  the  founder  of  the 
Cox  communications  group  and  derives 
its  principal  income  from  Atlanta  News¬ 
papers,  is  a  grant  of  $67,250  which  will 
be  used  to  create  the  James  M.  Cox  Elec¬ 
tronic  News  Laboratory  at  the  Henry  W. 
Grady  School  of  Journalism,  University 
of  Georgia. 

The  Grady  School,  named  after  a  re¬ 
nowned  editor  of  Xht  Atlanta  Journal,  has 
more  than  1,300  students  enrolled  in 
journalism  courses.  Now  they  will  have 
an  opportunity  to  learn  the  latest 
techniques  in  reporting  and  editing  which 
will  make  it  easier  for  them  to  start  jour¬ 
nalism  careers  after  graduation. 

Since  its  creation  in  1957  the  Cox 
Foundation  distributed  the  bulk  of  its 
funds  to  hospitals,  youth  agencies,  a 
heart  research  institution,  the  arts  and 
general  community  charities.  Expendi¬ 
tures  have  averaged  about  $400,000  per 
year. 

THE  DONALD  W.  REYNOLDS 
FOUNDATION 

A  course  on  newspaper  marketing  and 
management  will  be  added  to  the  cur¬ 
riculum  of  the  University  of  Missouri 
School  of  Journalism  with  the  help  of  a 
$10,000  continuing  grant  from  the 
Donald  W.  Reynolds  Foundation. 

Supported  chiefly  by  contributions 
from  Donrey  Media  Group  newspapers, 
broadcast  stations  and  other  enterprises, 
the  foundation  gives  a  large  number  of 
scholarships  and  grants  for  approved 
journalism  courses  at  both  the  high 
school  and  the  university  levels.  One  of 
its  pet  projects  is  underwriting  the  Ad¬ 
vertising  Sales  Awards  at  Missouri.  The 
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foundation  also  matches  contributions  of 
Donrey  personnel  to  educational  institu¬ 
tions. 

Five  annual  contributions  of  $5,000 
have  been  promised  by  the  Reynolds 
foundation  to  the  American  Newspaper 
Publishers  Association  Foundation.  In 
the  past  two  fiscal  years  the  Reynolds 
fund  has  paid  out  $170,000  in  grants,  con¬ 
tinuing  many  that  began  when  it  was 
founded  22  years  ago. 

THE  JAMES  S.  COPLEY 
FOUNDATION 

Copley  Press  Inc.  is  the  sole  con¬ 
tributor  to  the  James  S.  Copley  Founda¬ 
tion  which  has  given  $1 ,428,000  to  major 
beneficiaries  in  the  past  five  years. 

Modest  sums  have  been  donated  for 
scholarships  at  a  score  of  colleges  and 
universities,  particularly  in  the  San 
Diego  area  and  in  Illinois.  But  the  founda¬ 
tion  only  provides  the  money;  selection 
of  scholarship  recipients  is  left  to  the 
faculties.  Nearly  all  of  the  awards 
specify  careers  in  journalism,  with  em¬ 
phasis  on  news-editorial  employment. 

THE  PHILIP  L.  GRAHAM  FUND 

A  contribution  of  $6,000  to  the  South¬ 
ern  Newspaper  Publishers  Association 
Foundation  for  support  of  its  seminar 
and  workshop  program  topped  the 
schedule  of  gifts  to  journalism  made  by 
the  Philip  L.  Graham  Fund  last  year. 

The  principal  assets  of  the  fund,  which 
is  a  memorial  to  Katharine  Graham’s  late 
husband,  consist  of  shares  of  common 
stock  in  the  Washington  Post  Company 
which  had  a  book  value  of  $3  million  and 
a  market  value  of  $5.7  million  at  the  end 
of  1975.  In  addition,  the  fund  holds  about 
half  a  million  dollars  worth  of  govern¬ 
ment  securities. 

On  the  schedule  of  grants,  totalling 
$334,000,  were: 

$2,500  for  the  Nieman  Fellowship 
program  at  Harvard; 

$2,500  for  the  School  of  Communica¬ 
tions  at  the  University  of  Florida; 

$5,000  for  the  legal  and  defense  fund  of 
the  Reporters'  Committee  for  Freedom 
of  the  Press; 

$500  to  the  Freedom  of  Information 
Center; 

$1 ,000  to  the  American  Press  Institute. 

It  is  not  known  how  much  of  other 
funds  donated  to  colleges  “for  general 
support”  may  have  helped  to  defray  ex¬ 
penses  of  journalism  schools  and  proj¬ 
ects. 

FAYE  McBEATH  FOUNDATION 

Trustees  of  the  Faye  McBeath  Foun¬ 


dation  have  until  the  end  of  2014  to  con¬ 
tinue  grants  in  furtherance  of  the  objec¬ 
tives  set  before  Miss  McBeath’ s  death  in 
1%7.  They  were:  to  provide  care  for  el¬ 
derly  persons,  promote  medical  re¬ 
search,  provide  hospital  care,  welfare  of 
children,  and  research  to  improve  the  ef¬ 
ficiency  of  local  government  ...  in  Wis¬ 
consin. 

None  of  the  generous  grants  to  date, 
which  total  nearly  $4  million,  have  been 
allocated  for  any  field  of  journalism. 
However,  Miss  McBeath  endowed  a 
chair  in  journalism  at  Marquette  Univer¬ 
sity  in  honor  of  her  uncle,  Lucius  W. 
Nieman,  from  whom  she  inherited  most 
of  her  wealth  in  the  form  of  shares  in  the 
Milwaukee  Journal  Co. 

Miss  McBeath  was  a  longtime  member 
of  the  Journal  family,  following  a  teach¬ 
ing  career.  When  she  established  the 
foundation  in  1964  she  decreed  that  its 
assets  should  be  expended  in  behalf  of 
the  welfare  of  people  in  the  community 
served  by  the  Milwaukee  Journal  and 
Sentinel. 

The  foundation’s  only  direct  line  to 
journalism  is  the  agreement  to  sell  Jour¬ 
nal  common  stock  to  the  publishing 
company,  which  is  now  owned  about  90 
percent  by  the  employes.  Its  last  holding 
of  162,000  shares  is  being  sold  in  three 
equal  installments  through  1978  at 
minimum  prices  which  increased  from 
$28.01  per  share  in  1976  to  $30.50  per 
share  in  1978.  The  aggregate  price  is 
$4,726,000.  Book  value  is  $2,470,500. 

THE  NEW  YORK  TIMES 
COMPANY  FOUNDATION 

In  reply  to  the  E«&P  inquiry,  C. 
Raymond  Hulsart,  president,  advised 
that  the  New  York  Times  Company 
Foundation  has  a  policy  of  operating  on  a 
cash  basis,  making  grants  that  are  about 
equal  to  the  contributions  received  from 
the  publishing  company.  These  have  av¬ 
eraged  $500,000  a  year  for  the  past  five 
years. 

The  foundation  assists  a  broad  range 
of  community  organizations  in  educa¬ 
tional,  cultural  and  medical  areas.  In 
journalism  it  shares  in  support  of  the 
Nieman  Foundation,  the  American  Press 
Institute,  the  SNPA  Foundation,  Col¬ 
umbia  University  School  of  Journalism, 
the  Reporters’  Committee  for  Freedom 
of  the  Press,  the  First  Amendment  Fund 
of  the  American  Society  of  Newspaper 
Editors,  the  International  Press  Institute, 
the  Inter  American  Press  Association, 
the  World  Press  Institute  and  the  Council 
for  the  Advancement  of  Science  Writing. 

THE  FOELLINGER 
FOUNDATION 

Helene  R.  Foellinger,  publisher  of  the 
Fort  Wayne  (Ind.)  News-Sentinel,  re¬ 
ported  that  the  Foellinger  Foundation,  of 
which  she  is  president,  distributed  ap¬ 
proximately  $1.5  million  to  beneficiaries 
(Continued  on  next  page) 
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in  the  past  five  years.  It  has  assets  of 
nearly  $10  million. 

Most  of  the  grants  have  been  made  to 
local  civic,  cultural,  educational  and 
charitable  organizations  but  several 
journalism  projects  have  also  been  bene¬ 
ficiaries.  They  included: 

Scholarships  at  Ball  State  University; 
Foellinger  Learning  Laboratory  at  In¬ 
diana  University  school  of  journalism; 

Photojournalism  scholarships  at  the 
University  of  Missouri; 

ANPA  Foundation  activities; 

American  Press  Institute. 

THE  JOHN  FREDERICK 
STEINMAN  FOUNDATION 
THE  JAMES  HALE 
STEINMAN  FOUNDATION 

The  two  Steinman  family  foundations, 
which  derive  income  from  the  newspaper 
and  broadcasting  enterprises  in  Lancas¬ 
ter,  Pa.,  are  interested  primarily  in  sup¬ 
port  of  local  institutions.  A  portion  of 
their  funds  goes  to  two  specific  areas: 
$30,000  a  year  for  five  scholarships  for 
carriers  and  children  of  employes;  and 
$15,000  a  year  for  postgraduate  work  in 
psychiatry,  psychology  and  social  case 
therapy. 

THE  PIEDMONT 
PUBLISHING  CO.  FOUNDATION 

Since  becoming  a  subsidiary  of  Media 
General,  Piedmont  Publishing  Co.  of 
Winston-Salem,  N.C.  has  allowed  the 
foundation  to  be  relatively  dormant  with 
only  nominal  funds.  The  main  contribu¬ 
tion  is  $3,000  annually  to  the  University 
of  North  Carolina  school  of  journalism. 

Also,  the  Winston-Salem  State  Uni¬ 
versity  has  received  $1,000  to  provide 
aid  for  students  who  are  interested  in 
journalism  careers  but  without  an 
explicit  commitment. 

BINGHAM  ENTERPRISES 
FOUNDATION  OF  KENTUCKY 

Several  companies  owned  by  the  Bing¬ 
ham  family — the  Courier-Journal  and 
Louisville  Times  Company,  Standard 
Gravure  Corporation,  and  WHAS, 
Inc. — supply  about  $300,000  annually  to 
the  foundation.  Grants  in  four  out  of  the 
past  five  years  have  exceeded  the  rev¬ 
enue  and  this  has  cut  the  reserve  fund 
to  less  than  $250,000.  The  grants  for  five 
years  amounted  to  $1.8  million. 

The  principal  beneficiaries  are  organi¬ 
zations  in  Kentucky  and  part  of  southern 
Indiana,  the  largest  gift  ($90,000)  being  to 
the  United  Way.  Among  aid  to  jour¬ 
nalism  have  been; 

$75,000  to  the  American  Press  Insti¬ 
tute  building  fund; 

$2,500  to  the  Inter  American  Press  As¬ 
sociation  scholarship  fund; 

$8,000  to  the  SNPA  Foundation; 

$1 ,000  for  a  scholarship  at  the  Univer¬ 
sity  of  Kentucky; 

$1,000  to  the  Edward  R.  Murrow 
Center  at  Tufts  University; 
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$19,500  for  the  Joe  Creason  Lecture 
Series  at  the  University  of  Kentucky. 

NATIONAL  PRESS  FOUNDATION 

Profiting  from  a  benefit  world  pre¬ 
miere  of  the  film  “Twilight’s  Last 
Gleaming”  on  February  6  and  with  its 
tax  exempt  status  now  granted,  the 
two-year-old  National  Press  Foundation 
is  beginning  an  active  1977. 

“Twilight’s  Last  Gleaming’’ — a 
psychological  drama  involving  nuclear 
blackmail — centers  on  the  public’s  right 
to  know  and  the  premiere  at 
Washington’s  Kennedy  Center  will  ben¬ 
efit  the  Foundation  by  $60,000,  if 
Foundation  president  Robert  Ames  Al- 
den’s  hopes  are  borne  out. 

“In  the  past,”  Alden  told  E&P,  “we 
have  been  working  with  funds  totaling  no 
more  than  $10,000. 

National  Press  Foundation,  Inc.  was 
established  in  1975  as  an  organization  to 
foster  professionalism  in  the  practice  of 
journalism. 

One  of  the  major  parts  of  the  program 
is  the  awarding  of  scholarships  for  jour¬ 
nalists  who  wish  to  engage  in  advanced 
study,  do  research,  or  undertake  full 
time  creative  writing. 


Teltronics  Ltd. 
accused  of  ad 
fraud  by  PO 

Mail  to  Teltronics,  Ltd.,  Des  Plaines, 
Ill.,  a  mail-order  firm  advertising  inex¬ 
pensive  digital  watches,  is  being  held  by 
the  U.S.  Postal  Service  under  a  tempor¬ 
ary  restraining  order  issued  by  the  U.  S. 
District  Court  of  the  Northern  District  of 
Illinois. 

Teltronics.  Ltd.  had  advertised 
L.E.D.  digital  watches  for  $16.95  in 
Sunday  magazine  supplement.  Parade, 
and  college  newspapers,  promising  that 
orders  received  by  December  15  would 
be  delivered  before  Christmas.  A  two- 
watch  order  was  encouraged  with  a 
bonus  of  a  free  pocket  calculator  (E&P, 
January  15). 

Instead,  persons  who  ordered  received 
nothing.  Losses  generated  by  this 
scheme  are  estimated  by  the  Illinois 
State  Attorney  General’s  Office  at  be¬ 
tween  $1.8  and  $2  million,  although  $1.2 
million  of  it  is  in  various  bank  accounts 
and  was  reported  to  have  been  seized  by 
authorities.  Information  also  indicates 
that  the  owner  of  Teltronics  has  fled  the 
country,  and  transferred  $800,000  to 
banks  in  Mexico. 

As  a  result  of  a  Postal  Inspection  Ser¬ 
vice  investigation,  the  Consumer  Protec¬ 
tion  Office  of  the  Postal  Law  Department 


Additionally,  the  Foundation  is  un¬ 
derwriting  the  awards  program  of  the 
National  Press  Club.  This  includes  the 
prestigious  Fourth  Estate  Award  which 
has  been  presented  to  Walter  Cronkite, 
James  Reston,  Richard  Strout  and  John 
S.  Knight,  and  the  Consumer  Reporting 
awards. 

The  Foundation  embraces  seven  funds 
altogether:  awards,  scholarships,  a  pro¬ 
fessional  fund,  publications  fund,  arc¬ 
hives  fund,  library  fund,  and — as  a  back¬ 
up  fund  for  all  these — a  general  fund.  In 
the  past  gifts  to  a  designated  fund  have 
been  encouraged  and,  in  November,  the 
National  Press  Club  sponsored  a  book 
and  author  night  to  benefit  the  library 
fund. 

Early  in  1976,  the  Foundation  pub¬ 
lished  a  report  on  the  White  House  and 
the  press  that  had  been  compiled  by  the 
Professional  Relations  Committee  of  the 
National  Press  Club. 

Offices  of  the  National  Press  Founda¬ 
tion  are  at  Suite  1380  of  the  National 
Press  Building,  Washington,  D.C.  20045. 
Associated  with  President  Ames  in  di¬ 
recting  the  foundation  is  Executive  Di¬ 
rector  William  M.  Blair  of  the 
Washington  Bureau  of  the  New  York 
Times. 


filed  a  formal  complaint  accusing  Tel¬ 
tronics  with  conducting  a  false  advertis¬ 
ing  scheme  through  the  mail.  Postal  in¬ 
spectors  found  that  Teltronics  was  not 
filling  the  orders  and  immediately  re¬ 
ported  these  findings  to  the  Postal  Ser¬ 
vice  Law  Department  and  the  U.S.  At¬ 
torney  for  possible  administrative  and 
criminal  action. 

Over  1 ,000  complaints  directed  to  var¬ 
ious  government  and  private  agencies 
have  been  received.  Those  wishing  to 
complain  in  the  future  should  write  to  the 
Illinois  Attorney  General,  Consumer 
Fraud  Division,  134  N.  LaSalle  Street, 
Chicago,  III.,  60602,  and  mark  on  the 
outside  of  the  envelope:  Teltronics.  This 
action  is  important  to  consumers  be¬ 
cause  the  Illinois  Attorney  General  has 
filed  a  civil  suit  to  assist  victims  of  the 
Teltronics  scheme  in  getting  some  of 
their  money  back. 

Attendance  record 

Columbia  (S.C.)  Newspapers  Inc. 
broke  all  attendance  records  when  they 
sponsored  the  U.S.  Armed  Forces 
Bicentennial  Band  and  Chorus.  Lt.  Col. 
Thurston,  commander  of  the  group, 
said  it  was  the  largest  single  group  the 
band  had  performed  for  in  the  373  per¬ 
formances  it  has  given  in  262  cities.  The 
band  has  been  on  tour  for  two  years, 
traveling  throughout  all  of  the  50  states, 
Mexico  and  Canada. 
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Execution 
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The  Deseret  News,  which  has  been 
giving  extensive  coverage  of  Gilmore, 
gave  his  execution  five  full  pages  of  news 
and  photos. 

The  Deseret  News’  managing  editor, 
J.  M.  Heslop,  told  E&P  he  found  it 
necessary  to  cover  Gilmore  thoroughly 
for  a  number  of  reasons.  “Gilmore  had 
high  reader  interest  in  our  area  and 
throughout  the  world.  We  think  people 
have  a  right  to  know.  We  have  not  tried 
to  make  Gilmore  a  hero,  but  of  course  he 
became  very  celebrated  because  of  the 
attention.  We’ve  been  very  far  ahead  of 
other  papers  in  our  coverage.’’ 

Heslop’s  reporter  Tamara  Smith, 
when  the  trial  was  being  held,  had  be¬ 
come  friends  with  Nicole  Barrett, 
girlfriend  of  Gilmore’s.  The  letters  that 
Nicole  received  from  Gilmore  were 
shared  with  Smith  and  the  Deseret 
News.  Another  reporter.  Dale  Vanatta, 
obtained  drawings  made  by  Gilmore. 
Smith  and  Vanatta  were  sent  to  the 
prison  Sunday  night  and  stayed  through 
the  night  with  photographer  Jack  Mon- 
son.  Three  more  photographers  came  the 
next  morning. 

Heslop  assigned  Neil  Robinson  to 
spend  the  night  covering  court  action. 


Twila  Van  Leer  and  Ray  Boren  worked 
on  sidebars.  Hal  Knight  and  Maxine 
Martz  worked  through  the  night  on  Gil¬ 
more  rewrite  material  feeding  copy  to  the 
Harris  1100  machines. 

The  front  page  and  four  other  pages, 
six  through  nine,  were  on  Gilmore 
January  17.  Heslop  stretched  the  8:15 
a.m.  deadline  another  20  minutes  to  get 
in  all  the  facts  on  the  8:07  a.m.  execu¬ 
tion. 

• 

Cleveland  papers  sign 
contract  with  ITU 

The  Cleveland  Publishers  Association 
representing  the  Cleveland  Plain  Dealer 
and  the  Cleveland  Press  signed  this  week 
a  retirement  and  separation  incentives 
contract  with  Local  53  of  the  Interna¬ 
tional  Typographical  Union. 

The  agreement  calls  for  all  employes 
on  the  job  security  list  which  was  estab¬ 
lished  in  January  of  1972,  to  retire  at  the 
mandatory  age  of  65  with  a  cash  bonus  of 
$3,000  and  hospitalization  coverage  for 
life  to  be  paid  by  the  newspapers. 

Union  members  between  the  ages  of 
62  and  65  who  retire  within  90  days  will 
be  paid  a  cash  bonus  on  a  sliding  scale 
with  hospitalization  benefits  for  life. 
Those  members  under  62  who  terminate 
their  employment  will  receive  a  cash  set¬ 
tlement  of  $15,000. 


Deaths 

Ancel  Turner,  57,  assistant  circula¬ 
tion  director,  Atlantic  City  (N.J.)  Press; 
December  23. 

♦  *  * 

Hazel  Hardy,  32,  director  of  corporate 
information  for  American  Broadcasting 
Companies  Inc.;  Decem’oer  28. 

9|C  ^  ^ 

Hazel  WisHARD  Brown,  82,  mother  of 
Wishard,  president  and  co-publisher  of 
the  San  Rafael  (Calif.)  Independent- 
Journal;  December  14. 

♦  *  ♦ 

James  McNeany,  63,  former  chief 
photographer  for  the  Waukegan  (111.) 
News-Sun,  with  the  newspaper  49  years 
before  retirement;  recently. 

ih:  ^  Ha 

J.  B.  Casaday,  88,  retired  circulation 
director,  San  Francisco  Kxaminer  and 
past  president,  ICMA;  December  1. 

Hfi  if  Ha 

Jane  Toner  Scott,  67,  editor  of  the  An¬ 
derson  (Ind.)  Herald  and  vice  president 
of  Anderson  Newspapers,  Inc.,  since 
1964;  December  19. 

♦  ♦  * 

Warren  H.  Detwiler,  59,  production 
manager  for  Lancaster  (Pa.)  Newspap¬ 
ers,  Inc.;  January  13. 


How  Do  the  Beautiful  People 
Stay  Beautifid? 

The  Answers  Are  In 

ANEW 

YOU 

by  Emily  Wilkens 


No  other  beauty  column  packs  the  variety  and  quality  of  Emily 
Wilkens’  “A  New  You”.  It  includes: 


James  W.  Sasser,  50,  vicepresident  for 
media  affairs  of  Underwood,  Jordan  As¬ 
sociates,  New  York  public  relations  and 
advertising  firm;  formerly  director  of 
promotion,  plans  and  public  relations  for 
the  New  York  Journal- American  and 
later  assistant  promotion  manager  for  the 
New  York  World  Journal  Tribune;  at  one 
time  associated  with  New  Orleans  Item 
and  Baton  Rouge  (La.)  State-Times  and 
Morning  Advocate;  January  14. 

*  ♦  ♦ 

Allen  Fiske,  70,  copy  editor  and  col¬ 
umn  writer,  Worcester  (Mass.)  Evening 
Gqzette,  for  21  years;  December  3. 

Photographers  admitted 
to  top  court’s  chambers 


•  Lively  and  exclusive  interviews  that  reveal  the  secrets  of  such 
beautiful  people  as  top  model  Margaux  Hemingway,  fashion  designer 
Halston,  makeup  genius  Pablo  Manzoni. 


The  newest  and  soundest  diet  advice  and  figure-shaping  exercises. 

Q&A  columns  on  beauty  care,  makeup,  hair  styling  and  etiquette. 

Available  3  times  a  week  in  OCR,  DataNews 
or  repro  proof  form,  with  illustrations. 

For  availability,  samples  and  terms,  phone  or  write 
Lewis  A.  Little,  National  Sales  Director 


235  East  45th  Street,  New  York,  N.Y.  10017  Area  Code  212  682-5600 


For  the  first  time  in  history,  the  use  of 
news  cameras  in  the  Oklahoma  state 
Supreme  Court  chamber  was  permitted 
January  7. 

The  occasion  was  the  swearing  in  of 
officers  of  the  Oklahoma  Bar  Associa¬ 
tion. 

Wilson  Wallace,  Ardmore,  new  as¬ 
sociation  president,  said  that  an  organi¬ 
zation  canon  barring  cameras  during 
court  sessions  remains  in  effect. 

He  stated  at  a  press  conference  that  he 
favors  allowing  cameras  if  they  may  be 
used  without  disrupting  court  sessions. 
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Syndicates 


By  Lenora  Williamson 


The  World  Almanac  and  Book  of 
Facts,  whose  first  edition  was  published 
by  the  New  York  World  in  1868,  is  now 
being  distributed  in  its  1977  edition  by 
Newspaper  Enterprise  Association,  Inc. 

The  first  edition  was  a  120-page  hand¬ 
set  volume  with  12  pages  of  advertising. 
Publication  was  suspended  in  1876  and 
Joseph  Pulitzer,  publisher  of  the  New 
York  World,  revived  the  World  Almanac 
in  1886  as  a  “compendium  of  universal 
knowledge.”  It  has  been  published  an¬ 
nually  since,  being  acquired  in  1931  by 
Scripps-Howard  Newspapers  and  until 
1951,  bearing  the  imprint  of  the  New 
York  World-Telegram  and  until  1967  the 
New  York  World  Telegram  and  San. 
NEA,  a  Scripps-Howard  company,  now 
publishes  paper  and  clothbound  editions, 
with  George  E.  Delury  as  editor  and 
Vincent  P.  Bannan  as  editor. 

*  * 

Ann  Landers,  whose  newspaper  ad¬ 
vice  has  affected  the  lives  and  social  cus¬ 
toms  of  readers  for  more  than  20  years,  is 
now  featured  six  days  a  week  in  the 
Chicago  Daily  News.  She  is  considered 
the  most  widely  syndicated  columnist  in 
the  world  with  an  estimated  readership 
of  60  million  in  more  than  850  news¬ 
papers,  via  Field  Newspaper  Syndicate 
distribution. 

In  processing  1 ,000  or  more  letters  she 
receives  daily.  Miss  Landers  employs 
eight  secretaries  and  personally  selects 
letters  to  be  answered  in  the  column. 

Noting  the  referral  file  on  health  and 
counseling  services  throughout  the  coun¬ 
try  maintained  by  Miss  Landers,  Dr. 
Robert  Ebert,  dean  of  Harvard  Univer¬ 
sity  Medical  School,  comments,  “Ann 
Landers  runs  the  most  effective  social 
service  agency  in  the  world.”  To  do  this 
she  spends  more  than  $24,000  annually 
consulting  authorities  to  make  certain 
advice  is  sound.  She  is  a  member  of  the 
visiting  committee  of  the  board  of  over¬ 
seers  for  Harvard  Medical  School,  a 
trustee  of  the  Menninger  Foundation  and 
a  member  of  the  Mayo  Foundation 
Sponsors  Committee. 

Miss  Landers  is  1977  National 
Crusade  chairwoman  for  the  American 
Cancer  Society.  One  of  her  columns 
generated  a  million  letters  to  legislators, 
spurring  an  appropriation  of  $100  million 
in  support  of  the  National  Cancer  Act. 

*  ♦  ♦ 

Ted  Schall,  production  supervisor 
since  November,  1973  for  Field  News¬ 
paper  Syndicate,  has  been  promoted  to 
production  manager. 

♦  *  ♦ 

The  Chicago  Tribune  began  running 
“The  View  From  the  Top”  by  Milton 
Rockmore  this  month.  Other  start-ups 
for  the  column,  which  features  inter¬ 
views  with  authorities  to  help  readers 
cope  with  increasing  complexities  of  liv¬ 


ing  will  include  the  Atlanta  Constitution, 
Baltimore  News-American,  Springfield 
(Mass.)  Republican,  and  Hollywood 
(Fla.)  Sun  Tatler.  “The  View  From  the 
Top”  is  syndicated  by  The  Rockmore 
Company,  32  Orchard  Hill  Lane, 
Greenwich,  Conn.  06830. 

9tc  4:  9|C 

The  London  Sunday  Times  investiga¬ 
tion  team  of  Bruce  Page,  Paul  Eddy  and 
Elaine  Potter  who  spent  two  years  on  the 
1974  crash  of  a  DC- 10  outside  Paris  will 
be  featured  in  U.S.  newspapers  through 
serial  syndication  of  their  book, 
“Destination  Disaster.”  The  crash  killed 
346  people  and  the  Times  team  arrived  at 
the  scene  hours  after  the  disaster. 

Included  in  the  four-part  series  from 
King  Features  is  an  exclusive  chart  com¬ 
paring  safety  records  of  U.S.  and  foreign 
airlines. 

♦  *  ♦ 

Syndicated  columnist  Jeane  Dixon  has 
written  “Jean  Dixon’s  Astrological 
Cookbook,”  which  Los  Angeles  Times 
Syndicate  has  excerpted  into  12  parts, 
corresponding  to  the  astrological  signs. 
LAT  will  release  the  first  installment 
January  23  and  is  suggesting  that  the 
series  be  run  once  a  month  at  the  start  of 
each  astrological  period  as  a  showpiece 
for  food  advertising  or  in  the  weekend 
editions. 


r- 

i 

Jimmy  Carter,  1976,  as  seen  by 
Jones  and  (right)  Jones  sees  him¬ 
self. 

A  new,  young  entry  into  the  syndi¬ 
cated  world  is  Taylor  Jones  of  the 
Charleston  (W.  Va.)  Gazette.  Jones  is 
only  24 — and  adds  “40  pounds  under¬ 
weight”  to  his  self-description. 

Jones  has  been  with  the  Gazette  for 
two  years,  championed  by  executive 
editor  Dallas  Highbee.  During  the  time, 
the  Associated  Press  has  distributed  sev¬ 
eral  dozen  of  his  drawings. 

This  past  week,  the  Los  Angeles 
Times  Syndicate  started  service  of  five 
Taylor  Jones  Caricatures  a  week,  three 
on  newsmakers  and  two  for  entertain¬ 
ment  and  sports  sections.  The  service 
includes  an  initial  library  of  over  50 
politicians  and  entertainers. 


Camera-ready 

*  •  * 

Every  week 


RAIN!  SNOW!  SLEET!  (and  sunshine,  too!) 

A  lot  more  weather  is  heading  your  way — and 
the  OLD  FARMER’S  ALMANAC  knows  when,  ^ 
and  what  kind.  It  predicted  the  frigid  winter 
months  in  advance. 

The  OLD  FARMER’S  ALMANAC  is  a  weekly  feature  that 
makes  uncannily  accurate  forecasts  of  your  local  weather. 

It  helps  readers  decide  between  galoshes  and 
getas,  windbreakers  and  blazers. 


But  that’s  not  all.  The  OLD  FARMER’S 
ALMANAC  comes  laden  with  rural  lore,  gran¬ 
ny’s  recipes,  homey  hints,  old  farmer’s  riddles, 
and  bumpkin  jokes  that  will  make  you  groan  —  and  smile. 
It’s  a  snuggly,  cozy  feature  that  readers  —  and  advertisers 
—  will  cuddle  up  to. 

UNITED  FEATURE  SYNDICATE 
220  East  42nd  Street 
New  York.  N.Y.  10017 
(212)  682-3020 
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Two  newspersons  get 
public  affairs  jobs 

Hodding  Carter,  editor  and  associate 
publisher  of  the  Greenville  (Miss.) 
Delta-Democrat  Times,  and  Eileen 
Shanahan,  business  news  reporter  for 
the  New  York  Times,  have  been  ap¬ 
pointed  to  public  affairs  posts  in  Presi¬ 
dent  Jimmy  Carter’s  new  administration. 

Carter,  39,  who  worked  for  President 
Carter  in  the  1976  election  campaign, 
was  named  assistant  secretary  for  public 
affairs  for  the  State  Department.  Cyrus 
R.  Vance  is  the  Secretary  of  State- 
designate. 

Shanahan,  who  has  specialized  in  cov¬ 
ering  taxes,  antitrust  and  business  regu¬ 
lation  for  the  Times  Washington  Bureau, 
was  confirmed  by  Joseph  A.  Califano  Jr., 
Secretary-designate  of  Health,  Educa¬ 
tion  and  Welfare  as  his  assistant  secre¬ 
tary  for  public  affairs.  The  salary  of  this 
position  is  $39,600,  according  to  the 
Times. 

UN  information 
post  to  Granitsas 

Spyridon  Granitsas,  55,  has  been 
named  director  of  the  United  Nations 
Information  Center  in  Athens  by 
Secretary-General  Kurt  Waldheim. 

A  reporter  for  editor  &  pubi.isher  from 
1970  to  1971,  Granitsas  joined  the  UN 
Secretariat  in  1973. 

He  was  later  named  Information  of¬ 
ficer  in  charge  of  daily  press  analysis  for 
the  Secretary-General. 

Granitsas  will  succeed  Nils  Lund,  di¬ 
rector  of  the  center,  wbo  retired. 


APPOINTMENT  of  Bernard  W. 
Caughey  as  superintendent  of  bureau 
operations  for  United  Press  Interna¬ 
tional  has  been  announced  by  Robert 
E.  Page,  vicepresident  and  general 
manager.  Caughey  moves  to  UPl's 
New  York  headquarters  from  Boston, 
where  he  has  served  since  1974  as 
general  news  editor  in  charge  of  UPl 
news  coverage  in  the  six-state  New 
England  area.  Caughey  is  a  veteran 
UPl  news  and  business  executive,  hav¬ 
ing  joined  the  news  service  in  1959. 
He  was  Concord,  N.H.,  bureau  man¬ 
ager  before  transferring  to  Boston, 
where  he  was  overnight  news  editor, 
bureau  manager  and  then  a  regional 
executive  for  several  years  before  re¬ 
turning  to  the  news  staff. 

A  native  of  Norwich,  Conn., 
Caughey  worked  for  the  Norwich  Bulle¬ 
tin,  the  Springfield  (Mass.)  Union  and 
the  Springfield  Sunday  Republican  be¬ 
fore  joining  UPl. 
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News  deficiencies 
noted  by  editor 

Despite  strides  in  technology,  UPl 
editor  H.  L.  Stevenson  said  (January  6) 
that  the  news  industry  has  not  done  an 
adequate  job  of  determining  what  read¬ 
ers  want,  and  the  press  has  failed  to  re¬ 
port  responsibly  and  thoroughly  news 
about  women,  business  and  the  economy 
and  the  political  process. 

Stevenson,  vicepresident  and  editor- 
in-chief  of  United  Press  International, 
was  the  main  speaker  at  the  dedication 
ceremonies  of  the  James  M.  Cox  Elec¬ 
tronic  News  Laboratory  at  the  Univer¬ 
sity  of  Georgia  School  of  Journalism. 

Stevenson  said  “We  have  not  always 
kept  up  in  our  coverage  of  the  world 
around  us.  We  have  spent  too  much  time 
catching  up  on  too  many  stories.  We 
have  failed  to  listen  to  our  audience. 
There  is  a  great  challenge  in  seeing  that 
we  do  so  in  the  future  and  improve  the 
reporting  skills  of  those  who  use  the  ter¬ 
minals  and  the  other  sophisticated 
equipment  of  today’s  newsroom.’’ 

The  Cox  lab,  which  was  made  possible 
by  a  $67,000  grant  from  the  James  M. 
Cox  Foundation,  contains  3  UPl  Zentec 
video  display  terminals  and  2  hard-copy 
high  speed  printers  connected  to  UPl’s 
computer  system.  The  lab  is  linked  to 
UPl’s  New  York  computer  and  inter¬ 
connects  the  j-school  with  all  UPl 
bureaus  and  subscribers  in  the  U.S., 
Canada,  Mexico  and  S.  America  and  to 
UPl  computers  in  Brussels  and  Hong 
Kong. 

The  Cox  grant  also  provided  electric 
typewriters  for  the  school’s  reporting 
laboratories  and  allows  journalism 
faculty  members  to  work  for  up  to  3 
months  with  newspapers. 


Past  Week’s  Range 
of  Stock  Prices 

NEWSPAPERS 


1/12  1/19 

Affiliated  Publications  (AMEX)  .  10%  11 

Combined  Communications  Corp.  (NYSE)  2014  1914 

Capital  Cities  Comm.  (NYSE)  .  53%  52% 

Charter  Co.  (NYSE)  .  3%  3% 

Cowles  Comm.  (NYSE)  .  12%  12% 

Dow  Jones  (NYSE)  .  34  3314 

Gannett  (NYSE)  .  40%  38% 

Gray  Comm.  (OTC)  .  12V2  11 

Harte  Hanks  (NYSE)  .  29  29 

Jefferson-Pilot  (NYSE)  .  29%  30 

Knight-Ridder  (NYSE)  .  37%  38% 

Lee  Enterprise  (AMEX)  .  23%  26Ve 

Media  General  (AMEX)  .  19%  19% 

Multimedia  (OTC)  .  22V2  22% 

New  York  Times  (AMEX)  .  16  16 

Panax  (OTC)  .  3%  3% 

Post  Corp.  (Wise.)  (OTC)  .  19  20 

Quebecor  (AMEX)  .  T/t  6’/? 

Southam  Press  (CE)  .  19  18% 

Speidel  (OTC)  .  29%  29 

Thomson  Newspapers  (CE)  .  12%  12% 

Time  Inc.  (NYSE)  .  35%  34% 

Times  Mirror  (NYSE)  .  22%  22% 

Toronto  Star  (CE)  .  15V2  1514 

Washington  Post  (AMEX)  .  —  24V2 
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Retail  outlook 

(Continued  from  page  9) 

operator  of  discount  and  specialty  ap¬ 
parel  stores,  also  had  a  relatively  soft 
year.  November  sales  were  lower  than 
1975  and  December  was  expected  to  be 
flat  with  sales  up  only  a  few  percentage 
points  over  1976. 

Heavy  unemployment  and  higher  util¬ 
ity  bills,  resulting  in  less  spendable  in¬ 
come,  were  given  reasons  for  soft  sales 
in  many  of  the  metro  markets. 

Masters  began  fighting  back  toward 
the  end  of  1976,  by  revamping  its  adver¬ 
tising  program.  For  1977,  the  chain  will 
increase  its  newspaper  budget  by  100% 
and  will  pull  out  of  radio  and  tv  com¬ 
pletely.  “It  doesn’t  feel  tv  is  for  us,”  a 
company  spokesman  said.  “It  is  good  for 
a  company  with  more  spendable  dollars 
available.  Our  spendable  dollars  for  ad¬ 
vertising  are  limited.  We  are  better  off  in 
print  alone.  Radio  and  tv  are  luxuries. 

We  can  spend  our  entire  budget  on  print 
and  feel  comfortable.” 

Not  unlike  Masters’  strategy  of  pulling 
out  of  tv,  was  that  of  Alexanders, 
another  New  York  based  chain.  After 
running  a  soft  goods  radio  and  tv  cam¬ 
paign  for  a  few  months  earlier  in  the 
year,  the  chain  pulled  out  of  broadcast 
and  did  not  get  back  in  for  Christmas. 
Company  officials  have  been  reluctant  to 
discuss  why.  The  New  York  Daily  News 
certainly  isn’t  going  to  complain  since 
Alexander’s  happens  to  be  one  of  its 
largest  retail  advertisers,  running  some  3 
million  lines  each  year. 

National  Department  store  chains 
Sears,  Penney  and  Montgomery  Ward 
will  be  getting  a  concentrated  effort  from 
the  Newspaper  Advertising  Bureau  this 
year.  The  Bureau  has  added  some  new 
executives  to  its  retail  department  who 
will  spend  more  time  working  to  get 
these  chains  to  bolster  their  print 
budgets.  With  Sears  and  Penney  reach¬ 
ing  record  Christmas  sales  totals  and 
showing  stronger  annual  sales  increases 
than  they  have  in  the  past  few  years, 
they  can  be  expected  to  be  sizably  in¬ 
creasing  their  media  allocations  in  1977. 

Edward  Carter,  of  Carter  Hawley  Hale 
Stores  predicts  that  the  prospective 
higher  level  of  housing  completions  in 
1977  will  mean  retail  expenditures  for 
home  furnishings  will  increase  by  10%. 
Softgood  sales,  however,  will  only  rise 
about  8‘/i%  this  year,  according  to  Car¬ 
ter. 

Carter  feels  many  department  stores, 
in  an  attempt  to  increase  sales  and  profits 
per  square  foot,  will  begin  reducing 
space  devoted  to  less  profitable 
categories  such  as  appliances,  toys, 
sporting  goods,  cameras  and  staple  low 
ticket  soft  goods.  These,  he  said,  will  be 
replaced  by  fashion  goods  which  offer 
greater  earning  potential.  This  could 
EDITOR  &  PUBLISHER  for  January  22,  1977 


mean  that  newspapers  will  see  more 
fashion  advertising  in  1977  with  promo¬ 
tion  of  leisure  hardgoods  declining. 

John  W.  Kendrick,  chief  economist  of 
the  U.S.  Dept,  of  Commerce,  recently 
told  an  NRMA  audience  that  new  car 
sales  are  projected  to  rise  about  10%  in 
unit  terms,  following  a  17%  gain  in  1976. 
Residential  construction  is  expected  to 
grow  in  1977,  with  1.7  to  1.9  million 
housing  starts  projected  compared  to  a 
little  over  1.5  million  in  1976. 

This  is  a  good  indicator  that  classified 
advertising  will  continue  to  be  a  strong 
category  for  newspapers  in  1977. 

• 

NNC  alerts  press 
to  libel  ruling 

At  its  meeting  in  New  York  (January 
18)  the  National  News  Council  called  for 
prompt  press  attention  to  a  recent  Fed¬ 
eral  court  ruling  authorizing  inquiry  into 
a  journalist’s  “state  of  mind”  in  the 
gathering  and  editing  of  information. 

Issued  January  4  by  Judge  Charles  S. 
Haight,  Jr.  of  the  New  York  District 
Court,  the  ruling  was  handed  down  in  a 
libel  case  brought  by  Lt.  Colonel  An¬ 
thony  B.  Herbert  against  CBS,  Barry 
Lando  and  Mike  Wallace  of  CBS-News, 
and  Atlantic  Monthly. 

Herbert  raised  the  libel  case  after  ap¬ 
pearing  on  a  CBS  “60  Minutes”  pro¬ 
gram,  where  he  discussed  his  observa¬ 
tions  of  war  crimes  and  atrocities  com¬ 
mitted  by  American  troops  in  Viet  Nam. 
Now  retired,  he  had  been  relieved  of  his 
military  duties  there  in  April  1969  after 
bringing  up  charges  of  war  crimes  against 
his  superiors. 

“60  Minutes,”  Herbert  claimed,  por¬ 
trayed  him  as  a  liar  and  an  opportunist 
trying  to  use  the  war  crimes  issue  to 
cover  his  own  alleged  failures  in  the 
Army.  And  Lando,  producer  of  the  pro¬ 
gram  and  author  of  a  subsequent  Atlantic 
Monthly  article  on  Herbert,  was  guilty  of 
the  same  misrepresentation,  he  claimed. 

The  Council  said  Haight’s  decision 
“carries  pre-trial  discovery  into  new 
ground — that  of  permitting  inquiry  into 
subjective  aspects  of  the  defendant’s 
state  of  mind.”  It  also  pointed  out  that 
the  judge  had  categorized  the  case  as 
“one  of  first  impression,”  signifying  a 
decision  on  an  issue  not  previously  ad¬ 
judicated. 

Further  noted  by  the  NNC  were  Judge 
Haight’s  comments  to  Lando,  who,  on 
advice  of  counsel,  declined  to  answer 
several  of  Herbert’s  questions  in  the 
pre-trial  taking  of  evidence.  Ordering 
Lando  to  respond,  the  judge  said,  “The 
publisher’s  opinions  and  conclusions 
with  respect  to  veracity,  reliability,  and 
the  preference  of  one  source  of  informa¬ 
tion  or  another  are  clearly  relevant.  It  is 
no  answer  for  the  defendants  to  say  that 
they  accurately  repeated  the  words  of 
certain  of  their  interviewees.” 


Music  chain 
deveiops  ad 
sizing  formuia 

Grinnell  Brothers,  Inc.,  a  retail  chain 
operating  44  music  stores  in  six  Mid¬ 
western  states,  has  developed  a 
mathmatical  system  which  enables  it  to 
fit  27  different  ad  sizes  into  six,  eight  or 
nine  column  newspapers  equally  well 
and  without  production  adjustments. 

The  system  was  discovered  by  Grin- 
nell’s  ad  director  Joanne  Homer  and  her 
staff  about  six  months  ago  and  has  since 
been  successfully  used  in  the  33  news¬ 
papers  the  chain  advertises  in. 

The  elimination  of  added  production 
costs  and  the  need  to  buy  unnecessary 
white  space  in  some  papers,  has  resulted 
in  a  cost  savings  of  about  25%  to  the 
chain.  These  additional  dollars  saved 
have  gone  toward  the  placing  of  more 
advertising  for  the  chain  on  the  same 
budget. 

Horner  has  prepared  a  mathmatical 
chart  containing  the  27  different  ad  sizes 
(from  30"  to  120")  with  the  correlative 
size  for  a  6,  8,  or  9  column  paper.  The 
actual  size  of  the  ad  to  appear  in  each  of 
the  three  sizes  of  papers,  however,  is 
virtually  the  same. 

For  example,  a  six-column  by  10"  ad 
prepared  for  a  nine-column  paper  is 
within  a  fraction  of  an  inch  of  the  same 
size  of  a  five-column  by  10"  ad  prepared 
for  an  eight-column  paper.  It  is  also  only 
another  fraction  of  an  inch  different  than 
a  four-column  by  10"  inch  ad  in  a  six 
column  paper. 

Thus,  with  appropriate  space  buys,  the 
same  ad  can  fit  equally  well  in  all  three 
column  formats  without  using  produc¬ 
tion  to  reduce  or  expand  the  ad  size  or 
without  having  to  float  the  ad  in  a  sizable 
amount  of  additional  white  space. 

Each  store  does  its  own  space  buying 
and  each  has  been  given  a  chart  to  enable 
the  store  manager  to  know  how  much 
space  to  buy  in  the  local  paper  to  ac¬ 
commodate  any  of  the  27  ad  sizes. 

Horner  has  called  the  system  unique, 
stating  she  knows  of  no  other  retailer 
with  a  comparable  system. 

Weekly  relocates 

Sunnyvale  (CaV\f.)  American,  a  weekly 
newspaper  which  was  sold  October  1  to 
John  H.  Kennett  and  Ricardo  Fratar- 
cangeli,  has  been  moved  to  San  Jose, 
Calif,  and  renamed  the  Advocate  Journal 
where  it  is  now  reporting  on  business, 
real  estate  and  legal  news  in  Santa  Clara 
County.  Ronald  D.  Lawrick,  former  re¬ 
porter  for  the  Rock  Island  (Ill.)  Argus 
and  most  recently  information  assistant 
for  the  Santa  Clara  Valley  Water  Dis¬ 
trict,  has  been  named  editor. 
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worth  was  $55.8  million. 

In  commenting  on  some  of  the  reasons 
the  directors  made  their  decision  to  con¬ 
sider  the  Capital  Cities  proposal  and  also 
those  of  others  who  showed  an  interest 
in  submitting  an  offer.  Baker  noted  that 
the  employe  stock  ownership  program 
was  becoming  difficult  to  maintain  and 
that  substantial  capital  expenditures 
would  be  needed  in  the  future  “if  the 
company  is  to  grow  and  prosper  and  if 
the  quality  of  our  newspapers  is  to  be 
upgraded  even  further.” 

“Capital  Cities  has  the  financial  base 
to  bring  a  measure  of  financial  strength 
to  the  Star”  Baker  asserted,  “and 
greater  borrowing  capacity  than  the  Star, 
if  needed.” 

About  three  months  ago,  the  Star  dis¬ 
closed  it  had  received  an  unsolicited 


offer  from  Capital  Cities.  After  it  was 
announced,  the  Star  undertook  a 
thorough  investigation  of  Capital  Cities 
and  its  management,  with  emphasis  on 
its  financial  capabilities  and  its  dealings 
with  the  newspapers  that  it  owns.  Baker 
said. 

Capital  Cities  is  the  licensee  of  broad¬ 
casting  stations  in  several  cities,  includ¬ 
ing  television  in  Houston,  Hartford-New 
Haven,  Raleigh-Durham,  N.C.,  Fresno, 
Calif.,  Philadelphia  and  Buffalo.  It  owns 
am  and/or  fm  radio  stations  in  Los 
Angeles,  Detroit,  Buffalo,  Albany,  Pro¬ 
vidence,  R.I.,  Fort  Worth-Dallas  and 
Paterson,  N.J.,  serving  Metropolitan 
New  York  City. 

As  owner  of  Fairchild  Publications,  it 
publishes  Women's  Wear  Daily,  W, 
Men’s  Wear,  Supermarket  News,  Elec¬ 
tronic  News,  Metal  Working  News, 
Home  Furnishings  Daily,  American 
Metal  Market  and  other  trade  periodi¬ 
cals. 


Capital  Cities  also  owns  three  news¬ 
paper  companies  which  publish  the  Fort 
Worth  Star-Telegram,  Oakland  Press  in 
Pontiac,  Mich.,  and  News-Democrat  in 
Belleville,  Ill. 

• 

Semi-weekly  in  Ga. 
sold  to  Harte-Hanks 

Harte-Hanks  Newspapers  has  ac¬ 
quired  the  Walton  Tribune  of  Monroe, 
Ga.,  a  semi-weekly  with  5,000  circula¬ 
tion. 

The  transaction  was  announced  by 
Sanders  Camp  and  Ernest  Camp,  Jr., 
former  owners  of  the  Tribune,  and  by 
Robert  G.  Marbut,  president  of  Harte- 
Hanks. 

Sanders  Camp  will  continue  to  own 
and  operate  a  large  commercial  printing 
facility  in  Monroe. 


Classified  Advertising 


BENEFIT  FROM  OUR  VAST 
NEWSPAPER  AUDIENCE 


FEATURES  AVAILABLE 


ART  WORK 


DOES  YOUR  PUBLICATION  need  occa¬ 
sional  editorial  cartoons  and  art  spots? 
Pre-printed  features  and  services  don’t 
work?  Can't  afford  a  full-time  artist?  I’ll 
provide  24  hour  service  (by  mail)  on  art 
to  your  specifications.  Experienced,  in¬ 
expensive.  convenient.  Try  one  FREE! 
For  details,  samples  and  prices,  write: 
Bruce  Keith,  22216  Cupertino  Rd., 
Cupertino.  Calif.  95014. 


BROADWAY  COLUMN 


RAY  WILSON  interviews  the  “Who’s 
Who”  for  his  column  and  radio  shows— 
for  25  years.  Written  from  New  York.  Las 
Vegas,  Hollywood,  etc.  Published 
Coast-to-Coast.  Las  Vegas  PANORAMA 
Publisher  Ralph  Petillo  says:  "The  most 
Interesting-Informative  Entertaining 
Broadway  column  in  a  decade."  550 
words  weekly.  Samples:  NEW  YORK  TO¬ 
DAY,  ini;.,  78-11  Kew  Forest  Lane, 
Forest  Hills.  N.Y.  11375.  (212)  544- 
1254,  (212)  PL  7-0077. 


CAREERS 


"HOW  TO  BE  MORE  SUCCESSFUL!" 
Popular  column  by  Dr.  Whitt  Schultz, 
noted  career  counselor,  writer,  lecturer, 
successful  businessman.  Great  reader 
response!  FREE  SAMPLES.  HOWCO, 
Box  lOO-J,  Kenilworth.  III.  60043. 


COMIC  STRIPS 


HARDPAN — A  weekly  comic  strip  pre¬ 
senting  all  the  Farm  News  that’s  wit  to 
print.  J.  Griswold.  914  2nd  Ave.,  Seattle, 
Wash.  98104. 


EDITORIAL  CARTOONS 


ATTRACTIVE,  AMUSING  editorial  car¬ 
toons.  Two  repros  a  week.  SVA'xGVa" 
Low,  low  rates. 

STATES  CARTOON  SERVICE 
428  Hawthorne  Lane 
Charlotte,  N.C.  28204 


HUMOR 


NEWS  BLEAT— Weekly  topical  and  polit¬ 
ical  satire.  Free  samples.  Jeff  Scharf, 
570  Bethany  Curve,  Santa  Cruz,  Calif. 
95060. 

NORTH  PARIAH  DIARY:  Cheap.  $25  pet 
month.  400  words  weekly.  John  Hurst. 
Box  3098,  Rochester.  N.Y.  14614,  for 
samples  and  free  street  map. 


WRY  ME® 

Zippy,  zesty,  wit-on-wry  column.  Erma 
B.  notwithstanding,  there  must  be  more 
to  life  than  stretch  marks  and  vengeful 
washer-dryers.  WRY  ME‘  (300-400 
words)  is  audaciously  inexpensive.  Im¬ 
proves  circulation  when  taken  weekly. 
Free  samples. 

Tom  Stryce 

6510  Green  Valley  Circle.  #203 
Culver  City,  (ia.  90230 


HOBBIES  &  GAMES 


"ADVENTURES  IN  FUN’’— The  FUN  fill¬ 
ed  weekly  feature  that  appeals  to  the 
young  and  young  in  heart.  Complete 
tabloid-size  page,  camera-ready.  Educa¬ 
tional  and  informative  with  detailed  in¬ 
structions  and  illustrations.  Captures 
young  readers— and  holds  them!  P. 
Flayer  Assocs.,  Box  431,  Ridgefield.  N.J. 


HOROSCOPES 


OLGA  KNOWS 

Most  rapidly  expanding  weekly  horo¬ 
scope  column  in  this  galaxey.  Bright, 
breezy,  bold.  Full  of  sass  and  vinegar. 
550  words  camera  ready.  Free  samples. 
Patsy  Milligan  Syndicate,  Box  14,  Dun¬ 
dee,  III.  60118  or  call  collect:  (312) 
428-8902. 


BE  YOUR  OWN 
SYNDICATE  BOSS 
Feature  Your  Feature  In 
FEATURES  AVAILABLE 
And  Watch  Your 
Syndicate  Sales  Soar! 


MEDICAL 


MAN  AND  MEDICINE 
Medical  column  now  twice  weekly,  1 
question  and  answer,  1  essay.  Dr.  Irwin 
J.  Polk,  300  Half  Mile  Rd.,  Red  Bank. 
N.J.  07701. 


MISCELLANEOUS 


THE  MOONLIGHTER,  column  for  the 
times.  Free  samples.  (3eorge  Harry, 
Suite  1102,  10  Teesdale  PL,  Scarboro, 
Ontario. 


MONEY 


“MORE  FOR  YOUR  MONEY” 
Weekly  readec-pleaser  on  stretching 
family  dollars.  Camera-ready.  Samples. 
Mike  LeFan,  1802  S.  13.  Temple,  Texas 
76501. 


MOVIE  REVIEWS 


MINI  REVIEWS  (cartoon  illustrated). 
Great  for  entertainment  page,  weekend 
section.  Our  third  year— subscribers  na¬ 
tionwide  and  Canada.  More  than  1  mil¬ 
lion  circulation.  Cineman  Syndicate,  7 
Charles  Court,  Middletown,  N.Y.  10940. 


STAMPS 


STAMP  SCENE— Award-winning  column 
with  exclusive  news,  features.  Samples, 
rates:  ^x  131,  Rego  Park,  N.Y.  11374. 


SQUARE  DANCING 


ONE-OF-A-KIND  feature  on  square  danc¬ 
ing  written  by  a  professional  Square 
Dance  Caller.  Column  gives  square  dan¬ 
cers  in  your  area  all  at  the  National 
Square  Dance  news  weekly.  Combined 
with  vour  local  Square  Dance  listings 
your  readers  will  thoroughly  enjoy.  Art 
work  supplied  weekly.  Write:  Central  Fea 
tures,  909  13th  St..  Sioux  City.  Iowa 
51105. 


ANNOUNCEMENTS 


BUSINESS  OPPORTUNITIES 


PARTNERSHIP  AVAILABLE  in  new  news- 
pictorial  weekly.  Bergen  County,  N.J. 
Small  investment.  For  information  phone 
(201)  568-8442  or  write  289  Windsor  Rd., 
Englewood,  N.J.  07631. 

EDUCATIONAL  OPPORTUNITIES 

GRADUATE  PROGRAMS  leading  to  the  MA 
in  Journalism  and  the  PhD  in  Mass  Media 
geared  for  professionals.  Financial  assist¬ 
ance  available.  Write:  Chairman,  Graduate 
Affairs  Committee,  School  of  Journalism, 
Michigan  State  University,  East  Lansing, 
Mich.  48823. 

NEWSPAPER  APPRAISERS 


APPRAISALS  FOR  ESTATE  TAX  partner¬ 
ship,  loan,  depreciation  and  insurance 
purposes.  Sensible  fees.  Brochure.  Marion 
R.  Krehbiel,  Box  88,  Norton,  Kans.  67654, 
or  Robert  N.  Bolitho,  Box  7133,  Shawnee 
Mission,  Kans.  66207. 


NEWSPAPER  BROKERS 


KREHBIEL-BOLITHO 
Newspaper  Service,  Inc. 
Newspaper  Sales,  Appraisals, 
Consultations 

(We  handle  different  properties,  all  types, 
from  our  two  offices.) 

MARION  R.  KREHBIEL,  “Norton  Office," 
P.O.  ^x  88,  Norton,  Kans.  67654.  Office 
phone  (913)  927-3407. 

ROBERT  N.  BOLITHO,  "Kansas  City  Of¬ 
fice,"  P.O.  Box  7133,  Shawnee  Mission, 
Kans.  66207.  Office  (913)  381-8280;  Res. 
(913)  381-6815. 

WE  HAVE  QUALIFIED  BUYERS  for  dailies 
and  large  weeklies.  Information  strictly 
confidential. 

DIXIE  NEWSPAPERS.  INC. 

P.O.  Box  490.  Gadsden,  Ala.  35902 
Ph.  (205)  546-3356 


SNYDER  NEWSPAPER  BROKERS 
Joseph  A.  Snyder,  Broker 
136  E.  Honolulu 

Lindsay,  Cal.  93247  (209)  562-2587 

MEL  HODELL.  Newspaper  Broker,  P.O. 
Box  2277,  Montclair,  Calif.  91763.  (714) 
626-6440. 


50 


EDITOR  &  PUBLISHER  for  January  22,  1977 


CLASSIFIED  ADVERTISING  RATES 


POSITIONS  WANTED 

(Payabh  with  ord*r) 

4-weeks  —  $1.35  per  line,  per  issue 
3-weeks  —  $1.50  per  line,  per  issue 
2-weeks  —  $1.65  per  line,  per  issue 
1-week  —  $1.75  per  line 
Add  $1.25  for  box  service  and  count 
as  an  additional  line  in  your  copy. 

Air-mail  service  on  box  numbers 


OTHER  CLASSIFICATIONS 
fRanWHance  afiouW  accompany 
copy  unhu  credit  mtabllthod). 
4-weeks  —  $2.00  per  line,  per  issue 
3-weeks  —  $2.20  per  line,  per  issue 
2-weeks  —  $2.35  per  line,  per  issue 
1-week  —  $2.45  per  line 
Add  $1.25  per  insertion  for  box  service 
and  count  as  an  additional  line  in  copy. 

$1.50  extra  (overseas  mail  only). 


Count  approximately  39  characters  and/or  spaces  per  line 
3  lines  minimum  (no  abbreviations) 

DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface  type,  cuts  or  other  decorations,  changes  your  classi¬ 
fied  ad  to  display.  The  rate  for  display-classified  is  $4.60  per  agate  line— $64.40 
per  column  inch  minimum  space. 

Classified  Contract  Rates  Available  On  Request 

WEEKLY  CLOSING  TIME 
Tuesday,  4:00  PM  New  York  Time 

Box  numbers,  mailed  each  day  as  they  are  received,  are  valid  for  1  year. 

Editor  ft  Publisher 

850  Third  Ave.,  N.Y.,  N.Y.  10022  (212)  752-7053 


CLASSIFIED  ADVERTISING 
Order  Blank 


Address 


Authorized  by 


Classification - 


Copy - 


□  Assign  a  box  number  and  mail  my  replies  daily 


To  Run; 


.Weeks 


.Till  Forbidden 


Please  indicate  exact  classification  in  which  ad  is  to  appear 

Mail  to:  EDITOR  L  PUBIISHER  •  850  Third  Ave.  •  New  York,  N.Y.  10022 


ANNOUNCEMENTS 


FELLOWSHIPS  AVAILABLE 


ANNOUNCEMENTS 


FELLOWSHIPS  AVAILABLE 


PRINCETON  UNIVERSITY 

Woodrow  Wilson  School  of 
Public  and  International  Affairs 
announces  the 
Alfred  P.  Sloan  Foundation 
Fellowships  in  Economics  Journalism 
for  the  academic  year  1977-78 
Eight  fellowships  awarded  annually  to  working 
journalists  for  study  of  modem  economic  analysis 
and  its  application  to  public  policy  issues.  Full  tui¬ 
tion  and  stipend  provided. 

For  further  information  and  application  forms, 
contact; 

Sloan  Fellowship  Program 
Woodrow  Wilson  School 
Princeton  University 
Princeton,  N.J.  08540 
Telephone:  609-452-4799 

Application  deadline:  March  15,  1977 


NEWSPAPER  BROKERS 


BILL  MATTHEW  COMPANY 
Conducts  professional,  confidential 
negotiations  for  sale  and  purchase  of 
hignest  quality  daily  and  weekly  newspa¬ 
pers  in  the  country.  Before  you  consider 
sale  or  purchase  of  a  property,  you  should 
call  (813)  446-0871  daytime;  (813)  733- 
8053  ni^ts;  or  write  Bob  3364,  Clearwater 
Beach,  Florida  33515.  No  obligations,  of 
course. 


SYD  GOULD  ASSOCIATES 
“the  broker  with  instant  buyers” 
SALES,  SERVICE,  MANAGEMENT 
5464  Government  Blvd. 
Mobile.  Ala.  (205)  666-0893 


IT’S  NOT  THE  (X)WN  PAYMENT  that  buys 
the  newspaper— it's  the  personality  and 
ability  of  the  buyer.  This  is  why  we  insist  on 
personal  contact  selling. 

LEN  FEIGHNER  AGENCY 
Sid  Smith,  President 
Box  189,  Mount  Pleasant,  Mich.  48858 


CONFIDENTIAL  NEGOTIATIONS 
of  purchase  and  sale  of 
Daily  NEWSPAPERS  Weekly 

W.  B.  GRIMES  &  Co. 

National  Press  Building 
Washington,  D.C.  20045 
(202)  NAtional  8-1133 


NEWSPAPERS  FOR  SALE 


6  WEEKLIES,  gross  $250,000,  sell  for 
$450,000.  Terms.  Complete  offset  plant 
including  property.  Area  2.  Box  25,  Editor 
&  Publisher. 


STRONG  RURAL  VIRGINIA  weekly  with 
great  growth  potential,  grossing  over 
$100,000.  Beautiful  country,  friendly 
people.  Ideal  for  man  and  wife  team  desir¬ 
ing  to  get  away  from  city  crush.  Less  than 
gross  with  reasonable  down  and  liberal 
terms  to  right  party.  Box  75,  Editor  & 
Publisher. 


NEWSPAPERS  WANTED 


DAILY  UP  TO  1 5, (X)0  circulation  sought  by 
publisher.  Will  pay  all  cash  if  desired.  Re¬ 
plies  held  strictly  confidential.  Also  seek¬ 
ing  to  purchase  large  paid  weekly.  Box 
1951,  Editor  &  Publisher. 


VETERAN  writer/editor/manager/ad  sales, 
32,  seeks  specialty  weekly  or  weekly  group 
with  growth  potential  and  medium  term 
buy-in.  12  years  “hands-on"  experience, 
no  nonsense  producer,  cost-conscious 
manager  “can  do”  spirit.  Box  2152,  Editor 
&  Publisher. 

LET  US  HELP  YOU  get  top  price  for  your 
newspaper.  Newspaper  Service  Co.,  P.O. 
Dr.  12428,  Panama  City,  Fla. 


NEWSPAPERS  WANTED 


WEEKLY  OR  SMALL  DAILY  newspaper 
wanted  by  responsible  purchaser.  Prefer 
Georgia,  Alabama,  Mississippi  or  Louisi¬ 
ana,  but  will  consider  any  other.  Box  97, 
Editor  &  Publisher. 


NEWSPAPERS 

WANTED 

Have  substantial  investor  wanting 
to  buy  large  group  of  weeklies 
Profitable  dailies  also  considered 
Call  collect  or  contact  — 

Don  Malcolm 
Carillon  Tower  West 
13601  Preston  Road  Suite  417 
Dallas  Texas  75240 
(214)  233-4334 

DOUBLEDAY  MEDIA 

Brokers  ot 

Radio  TV  CATV  and  Newspapers 


EQUIPMENT  &  SUPPLIES 


CAMERA  &  DARKROOM 


USED  SQUEEZE  LENSES  .  .  . 

Available  reworked/updated  trade-ins. 
CK  OPTICAL  CO.,  INC.  (213)  372-'0'372 
Box  1067,  Redondo  Beach,  Calif.  90278. 


AVAILABLE — Vario-Klischograph  K181. 
Black  and  White,  Color.  Best  offer.  Jim  Al- 
banowski,  Trenton  Times  Newspaper,  500 
Perry  St..  Trenton,  N.J.  (609)  396-3232. 


MAILROOM 


SHERIDAN  48P.  24P  and  Mueller  227  in¬ 
serters.  Excellent  condition.  Box  2061, 
Editor  &  Publisher. 


STA-HI  251  Counterstacker  and  Cutler 
Hammer  Mark  III.  Excellent  condition. 
Box  2153,  Editor  &  Publisher. 


SIGNODE  STRAPPING  MACHINE,  1975 
model  ML-l-EE.  Uses  plastic  strapping. 
Light  use  and  in  excellent  condition.  D.  B. 
Glasgow,  (919)  353-1171. 


4  STATION  McCAIN  INSERTER 
with  vacuum  system.  Ideal  for  add-on.  Call 
(203)  567-8789. 


PITNEY-BOWES  6  station  AUTOMATIC 
INSERTING  AND  MAILING  MACHINE, 
Model  3160  with  turn  table,  postage 
machine  meter  base  and  power  stacker 
with  color  recognition.  C^n  be  seen  in  op¬ 
eration.  Must  sacrifice,  no  reasonable 
offer  refused.  Phone  collect:  (513)  621- 
1616,  Elgin  of  Cincinnati  Inc.,  810  Main 
St..  Cincinnati,  Ohio  45202. 


SHERIDAN  72P  INSERTER  and  Sta-Hi 
251  counter  stacker  and  conveyor.  Spares 
included.  Very  good  condition.  Box  2276, 
Editor  &  Publisher. 
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EQUIPMENT  &  SUPPLIES 


MISCELLANEOUS 


3  MODEL  210  OCR  TELEPRINTERS.  2 
6-level  roll  fed  models,  one  5-level.  5  Fair- 
child  6-level  TTS  perforators.  3  Ascorlux 
model  B-1152  power  supplies.  Complete 
set  of  spare  parts  for  Letterflex  II 
machines,  vacuum  pumps,  bulbs,  etc.  For 
information  call  Dick  Paskiet.  (219)  233- 
6161. 


NEWSPAPER  BAGS 


PRICES  SLASHED/INCREASE  YOUR 
PROFITS— All  size  bags  and  bundle  wraps. 
Send  specs  for  quote  to  PCE.  20  N.  How¬ 
ard.  Aberdeen.  Md.  21001.  Call  (301) 
575-6500. 


NEWSPRINT 


SQUeeze  lenses  save  newsprint  .  .  . 
CK  OPTICAL  CO.  INC.  (213)  372-0372 
Box  1067.  Redondo  Beach.  Calif.  90278 


ROLLS  ALL  SIZES 
BEHRENS  PULP  &  PAPER  CORP. 

606  W.  Arbor  Vitae  St.,  Inglewood.  Calif. 
90301.  (213)  674-4040  or  678-3432. 


PERFORATOR  TAPE 


NOW  STATIC-FREE  perf  tapes  at  our  same 
prices— lowest  in  U.S.A.  All  colors.  Top 
quality. 

Call  or  write: 

PORTAGE  (216)  929-4455 
Box  5500,  Akron,  Ohio  44313 


PHOTOTYPESETTING 


COMPUGRAPHIC-JUSTOWRITERS 
7200  with  line  counter— $3100.  Compu- 
writer  I,  $43C)0.  Keyboards — $1200.  FHN 
Business  Prod.,  Church  Rd..  Mt.  Laurel, 
N.J.  (609)  235-7614. 


TTS  MULTIFACE  PERFS,  $250.  Counting 
mags  assorted  faces,  $25.  Fairchild  #214, 
$400.  Call  Mike  Keene.  (212)  556-3340. 


SPARE  READER  for  ACM  9000.  Excellent 
condition.  Used  twice.  Best  offer.  (815) 
476-7%6. 


COMPUSCAN  ALPHA  SCANNER— This 
1-year-old  scanner  is  available  at  $29,000. 
A  good  saving  off  new  price.  CompuScan 
will  give  you  full  training  and  like-new 
warantee.  Bill  Sheldon,  (316)  263-5277. 


COMPUGRAPHIC  2961  and  FRIDEN 
PUNCH  UNIT.  Both  $2800.  Call  Terry 
Stepp,  (214)  747-3589. 


TWO  COMP-STAR  ISl’s,  good  condition, 
some  spare  parts.  Call  Billy  Roberts,  Ocala 
(Fla.)  Star-Banner,  (904)  629-0011. 


2  AKI  CIT-70  KEYBOARDS,  3  years  old, 
excellent  operating  condition,  $1500 
each;  Compstar  190  Photocomposer.  good 
condition,  $950.  Contact  Ed  MoTloy, 
News-Review,  Roseburg,  Oreg.  97470. 
(503)  672-3321. 


COMPUGRAPHIC  2961  PHOTO  UNIT. 
Single  lens,  single  font  strip.  Ideal  for 
6-level  tape  output.  Either  justified  or  wire 
service.  In  excellent  working  condition. 
$1000.  Ph:  (801)  752-2121. 


4  COMPUGRAPHIC  2961  single  lens  photo 
units.  One  is  a  hi-speed.  In  excellent  con¬ 
dition.  $3000  each  or  any  reasonable  of¬ 
fer.  Contact  Henry  Savino  at  Williams 
Press  Inc.  Ph:  (312)  755-6161. 


HARRIS  TXT— High  quality  phototype¬ 
setter,  5  disc  model  with  processor  dryer. 
$30K  or  offer.  Box  130,  Editor  &  Publisher. 


PLATE  PROCESSING 


NAPP  SUPERSTAR  double  plate  proc¬ 
essor;  Beach  Model  4560  Automatic 
(punch,  shear  and  bend);  Beach  manual 
bender  and  manual  punch.  Two  Triple  III 
plate  exposure  units  with  integrators.  88 
Beach  saddles  for  Goss  Headliner.  Above 
equipment  two  years  old  and  in  excellent 
condition.  Contact  Paul  Munson,  Produc¬ 
tion  Manager.  (312)  648-7601. 


EQUIPMENT  &  SUPPLIES 


PRESSES 


GOSS  HEADLINER  PRESS 
AND  FOLDER.  EXCELLENT  CONDITION 
6  units  and  Goss  2;1  and  3;2  folders. 
Includes  saddles  for  direct  printing.  Com¬ 
plete  accessories  and  spare  parts.  Box 
20M,  Editor  &  Publisher. 


GOSS  SIGNATURE  4  units  23  9/16  x  36 
2  Goss  Community  units  for  add-on 
Goss  Community  1  unit,  folder 
Goss  Suburban  3  units 
Goss  Suburban  5  units 
Goss  Urbanite  folder,  22%" 

Goss  Universal  6  units 
Cottrell  V-15  units,  and  presses 
Fairchild  Newsking,&)lorking  folder,  1966 
Color  King  2;1  folder,  model  790 
Gregg  flying  imprinter  for  Urbanite,  45*:i" 
cutoff 

Wanted:  Newspaper  equipment 
and  complete  plants. 

INTERNATIONAL  PUBLISHING 
EQUIPMENT  CO.  INC. 

401  N.  Leavitt  Street 
Chicago,  Illinois  60612 
Ph;  (312)  738-1200  Telex  25-4388 


GREGG  FLYING  IMPRINTER  for  Urbanite 
or  845  Cottrell.  IPEC  Inc.,  401  N.  Leavitt, 
Chicago.  III.  60612. 


URBANITE  FOLDER,  handle  25"  web  or 
companion  dink  I2V2"  that  will  quarter  fold 
same  at  35,000  pph.  $70,000.  Box  1783, 
Editor  &  Publisher. 


GOSS  HEADLINER  MARK  I,  23  9/16 
cutoff.  18  units.  3  folders,  new  approxi¬ 
mately  1961.  Contact  IPE(i  Inc.,  401  N. 
Leavitt  St..  Chicago.  III.  60612.  (312) 
738-1200. 


GOSS  URBANITE  4  units,  new  approxi¬ 
mately  1964,  half  and  quarter  folder.  Con¬ 
tact  IPEC  Inc.,  (312)  738-1200. 


FAIRCHILD  NEWSKING  2  unit  web  offset 
press  with  folder,  etc.  1967.  Call  Mr. 
Koravos,  (617)  475-3210. 


HARRIS  V-15A  WEB  OFFSET,  5  units  with 
folder  and  accumeter  paster.  Only  6 
months  old.  Will  consider  offer  on  all  or 
part.  Dick  Conlon,  (713)  623-(X)60. 


OLDER  MODEL  4-unit  web  offset  press,  4 
roll  stands  and  folder,  good  condition,  per¬ 
fect  for  small  weekly.  $18,500.  (615) 
877-1054. 


V«  PAGE  FOLDER  FOR  URBANITE.  Two 
6-position  paper  roll  stands  with  semi¬ 
automatic  tensions  for  two-page  wide 
Offset.  Box  84,  Editor  &  Publisher. 


1  SLIGHTLY  USED  17Vz"x22V2-  gravity 
fed,  Baumfolder  quarter  folder.  Like  new 
condition;  had  only  one-half  million  tab¬ 
loids  run  through  it.  $995.  Winchester 
Evening  Star,  2  N.  Kent  St.,  Winchester. 
Va.  22601. 


GOSS  METRO— 4/5  units,  late  model, 
available  with  flying  paster.  Box  2204, 
Editor  &  Publisher. 


ROLL  THE  PRESSES! 

If  you  have  a  used  press  (or 
other  newspaper  equipment) 
standing  idly  by,  put  it  back  into 
production!  Perhaps  you  can't 
use  that  particular 
equipment- -but  we'll  bet  you 
could  sure  use  the  space  it 
occupies.  Consider  the  dozens, 
perhaps  hundreds  of  square  feet 
being  lost  in  storage  of  unused 
equipment.  Now  look  at  the 
space  occupied  by  each  single 
piece  of  equipment  on  this  page! 
Space  is  money— hundreds  of 
dollars  worth  of  your  space  can 
be  opened  up  for  as  little  as  $2  a 
line  of  our  space!  We'll  put  that 
equipment  back  into  production 
for  you  in  someone  else's 
plant--and  produce  a  profit  for 
you  to  boot! 

E&P  CLASSIFIEDS 
lYe  move  machinery! 


EQUIPMENT  &  SUPPLIES 


PRESSES 


WEB  OFFSET 

4  Unit  Goss  Metro  with  2  to  1  double  deliv¬ 
ery,  2  color  decks  and  upper  formers 

4  Unit  Wood  Colorflex 

6  Unit  Goss  Suburban  with  Urbanite  Fol¬ 
der  (includes  Vn  fold),  two  50hp  drives, 
two  4  position  roll  stands — refurbished 

5  Unit  Goss  Suburban— refurbished 

3  Unit  Cottrell  V15A 

3  Unit  News  King,  with  Color  King  Folder 

4  Unit  ATF  with  >4  folder,  ovens,  chill  rolls 
and  imprinter 

3  Unit  Thatcher  Pacer,  with  Vi  folder  and 
imprinter 

4  Unit  RZOl,  with  folder  and  sheeter 

Gregg  Folder  with  22Vi"  cutoff 

Cottrell  Upper  former 

WEB  LETTERPRESS 

Mark  II  Goss  Headliner  Unit,  built  1965, 
for  parts  only,  with  printing  cylinders, 
"Y”  columns,  65  h.p.  drive,  base  plates, 
RTP,  ink  systems,  gear  box,  etc.— never 
on  production 

WANTED  TO  BUY 

3  or  4  Unit  Goss  Community 

UNIVERSAL  PRINTING 
EQUIPMENT  CO..  INC. 

436  Ridge  Road 
North  Arlington,  New  Jersey 
(201)  438-3744 


WANTED  TO  BUY 


CHANGING  OVER  from  letterpress  to 
offset.  Want  Goss  Community,  Suburban 
or  Urbanite.  Can  use  Hoe  Colorflex  in  place 
of  Urbanite.  Box  1551,  Editor&  Publisher. 


STA-HI  251,  257  or  Cutler  Hammer 
Mark  III  Stacker.  Also  SHERIDAN  24P 
or  48P  or  Mueller  227  inserter.  Box  2053, 
Editor  &  Publisher. 


GOSS  SUBURBAN 
NOT  MORE  THAN  10  YEARS  OLD 
BOX  1710,  EDITOR  &  PUBLISHER 


LATE  STYLE 

COTTRELL  V-22/25  AND  845 
BOX  1714,  EDITOR  &  PUBLISHER 


WANTED  FOR  EXPORT: 
GOSS  URBANITE  4  TO  8  UNITS. 
BOX  1548,  EDITOR  &  PUBLISHER 


USED  PEXTO  3  ft.  shear,  foot  operated. 
Can  be  old,  but  must  be  working.  F.L. 
Greenway,  1%  14th  St.  N.W.,  Atlanta,  Ga. 
30318.  (404)  873-3257. 


GOSS  COMMUNITY  OIL  BATH  matching 
with  SC  folder.  Box  1712,  Editor  & 
Publisher. 


MUELLER  227  inserter  and  Mueller 
231  stacker.  Box  2251,  Editor  & 
Publisher. 


NEED  IMMEDIATELY;  Goss  Community 
unit,  grease  style.  Tell  us  what  you  have 
and  we’ll  come  and  see  it.  (305)  661-4233, 
Scott  Miller. 


WISH  TO  BUY  Goss  Universal  letter- 
press.  4,  5  or  6  units  with  1  folder.  Goss 
Urbanite  4,  5  or  6  units  with  folder.  Gus 
Izurieta,  Bell-Camp  Inc.,  P.O.  Box  97. 
Elmwood  Park,  N.J.  07407.  (201)  796- 
8442. 


CALIFORNIA  PUBLISHER  wants  to 
buy  Community  or  Suburban  press,  mini¬ 
mum  24-page  capacity;  camera  and  proc¬ 
essor.  Box  7,  Editor  &  Publisher 


GCXJD  MODEL  used  Lucy  or  viewer.  Good- 
kin  or  similar  model,  for  layouts.  Must  en¬ 
large,  reduce  and  flop.  etc.  Call  Artie  Din- 
kel.  New  Jersey  Pennysavers,  Lake 
Hiawatha.  N.J.  (201)  335-0300. 


LCXDKING  FOR  Data  Processing  Software 
for  complete  accounting  package.  Must 
include  programs  for  accounts  receivable, 
accounts  payable,  payroll,  general  ledgers. 
Accounts  receivable  program  must  be 
capable  for  multiple  billing  program  to  in¬ 
clude  four  daily  newspapers  and  six  weekly 
newspapers  from  one  billing  order.  Pack¬ 
age  must  fit  IBM  1130  computer  presently 
designed  for  40  K  storage.  Contact  Box  73, 
Editor  &  Publisher. 


LINOTYPES-COMETS,  31’s  and  Model 
5's.  WEC  Inc.,  P.O.  Box  588,  Pawleys  Is¬ 
land,  S.C.  29585. 


12-16  PAGE  COMMUNITY,  V-15A  or 
Newsking  press.  Phone  (512)  392-3014. 
afternoons  or  evenings. 


INDUSTRY  SERVICES 


CIRCULATION  CONSULTANTS 


TWO  AIDS  for  your  circulation  department! 
CIRCULATOR'S  IDEA  SERVICE  has  con¬ 
tests,  sales  and  training  tips,  management 
and  promotion  ideas.  CIRCULATION 
PROMOTION  ART  has  original  art  tor 
promotion  campaigns,  all  ready  for  repro¬ 
duction.  Ask  for  details.  Berkley-Small, 
Inc.,  P.O.  Box  6526,  Mobile.  Ala.  36606. 


PRESS  ENGINEERING 
&  INSTALLATIONS 


PRESS  INSTALLATIONS,  rigging,  en¬ 
gineering  modifications,  rebuilding  and 
removal.  Single  width  to  4  plate  wide. 
Bramble  Professional  Press  Engineering, 
Rt.  2  Box  2285,  McAllen,  Texas  78501, 
(512)  682-7011. 


PRODUCTION  CONSULTANTS 


TECHNICAL  PROBLEMS  .  .  . 

Confused  about  SYSTEMS???  Their  real 
capabilities.  Software,  Hardware,  Train¬ 
ing,  What  you  get  for  your  investment?  (Jo 
you  have  problems  in  cost  reduction,  reor¬ 
ganization,  equipment  purchase?  Call  or 
Write  MEXUS  SERVICES,  (201)  839-6746. 
Our  group  of  independent  consultants 
cover  all  areas  of  the  Graphic  Arts  and  can 
supply  you  with  the  results  you  need.  Box 
102,  Editor  &  Publisher. 


Help 

Wanted  .  .  . 


ACADEMIC 


ASSISTANT  OR  ASSOCIATE  Professor  of 
Journalism  to  teach  public  relations 
courses  and  either  advertising  courses  or 
reporting/feature  and  magazine  writing 
courses.  May  also  work  on  Thesis  Commit¬ 
tees.  PhD  preferred  with  professional  and 
teaching  experience  essential.  Salary 
competitive.  Position  open  beginning  Fall 
Semester  (August  1977).  Application 
deadline  February  15,  1977.  Send  resume 
and  college  transcripts  to;  Chairman, 
Dept,  of  Journalism  and  Radio-TV,  Murray 
State  University.  Murray,  Ky.  42071.  An 
Equal  Opportunity  Employer,  M/F. 


JOURNALISM  TEACHER  starting  Fall 
1977  for  developing  professional  program 
in  integrating  predominantly  Black  state 
university  in  Florida  capital.  Expertise  in 
editing,  general,  governmental,  investiga¬ 
tive  reporting,  mass  comm  survey  essen¬ 
tial.  Magazine,  PR  or  broadcast  news 
sideline  desirable.  PhD  preferred,  MA  re¬ 
quired.  2-5  years  good  professional  experi¬ 
ence,  interest  in  teaching  important. 
$14,500  to  $15,600  depending  on  qualifi¬ 
cations  and  rank,  for  nine-month  tenure¬ 
earning  position.  Equal  Opportunity,  Af¬ 
firmative  Action  Employer.  Contact  Robert 
M.  Ruggles,  Chairman,  Journalism,  P.  0. 
Box  14,  Florida  /t&M  University,  Tallahas¬ 
see,  Florida  32307.  Application  deadline 
February  18,  1977. 


ADMINISTRATIVE 


PUBLISHER 

Can  you  provide  strong,  imaginative  direc¬ 
tion  for  weekly  outdoor  tabloids  generating 
more  than  100,000  circulation  at  $15? 
And  do  this  in  multiple  editions  covering 
south  and  western  coastal  areas?  Can  you 
direct  local  advertising  sales?  If  you're 
looking  for  a  hard  hitting,  long  run  oppor¬ 
tunity  in  a  growing  organization,  let's  hear 
about  it  now.  Area  9.  Box  9,  Editor  & 
Publisher. 


GENERAL  MANAGER;  year-round,  rapid 
growth,  resort/community  weekly  newspa¬ 
per  and  printing  plant.  Requires  dem¬ 
onstrated  experience  in  planning,  organiz¬ 
ing,  cost-control,  production,  advertising 
and  personnel  training  phases.  Highly  de¬ 
sirable  Area  7  location.  Send  resume  to 
Box  71,  Editor  &  Publisher. 


GENERAL  MANAGER  for  small  Zone  9 
daily  with  small  group.  Strong  sales,  ad¬ 
ministrative  and  supervisory  skills  re¬ 
quired.  Send  complete  resume  and  salary 
requirements  to  Box  87.  Editor  & 
Publisher. 
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HELP  WANTED 


ADMINISTRATIVE 


SALES  MANAGER/ 
PUBLISHER 

Largest  suburban  shopper  in  New  England 
market  (over  100,000  circulation)  is  seek¬ 
ing  an  aggressive,  highly  creative,  experi¬ 
enced  advertising  director.  The  right  per¬ 
son  will  be  named  publisher  within  one 
year.  Successful  applicant  should  have 
prior  experience  in  management  and  moti¬ 
vation  of  sales  staff.  We  offer  an  excellent 
benefit  program,  salary  commensurate 
with  experience,  tremendous  potential  for 
expansion  and  growth.  Send  resume  to 
Box  55,  Editor  &  Publisher. 


GENERAL  MANAGER 
FOR  TRAVEL  MAGAZINE 
National  travel  magazine  needs  qualified 
general  manager.  Heavy  sales  manage¬ 
ment  and  publication  management  re¬ 
quired.  Income  open.  Send  resume  and  in¬ 
come  requirements  tO:  TRAVELHOST 
MAGAZINE,  6116  N.  Central  Expressway, 
Suite  1020,  Dallas,  Texas  75206. 


MARKETING  DIRECTOR:  Active,  imagina¬ 
tive  newspaper  group  seeks  experienced 
professional  to  develop  corporate  market¬ 
ing  department  from  existing  nucleus.  Un¬ 
usual  growth  opportunity  for  qualified 
executive  with  broad  knowledge  of  adver¬ 
tising,  sales,  research,  promotion, 
training— total  newspaper  marketing,  and 
management  ability  as  well,  February  1 
decision  targeted.  Please  send  complete 
resume,  including  salary  history,  to  Assis¬ 
tant  to  the  President,  Panax  Corporation, 
P.  0.  Box  1860,  East  Lansing,  Mich. 
48823. 


PUBLISHER  WANTED 
Publisher  and  manager  for  5-day  daily 
Pecos  (Texas)  Enterprise  (circulation 
2800).  Salary  $27,500  plus  bonus.  Reply 
to  Philip  F.  Buckner,  Buckner  News  Al¬ 
liance,  529  Warren  Avenue  North,  Seattle, 
Washington  98109,  (206)  284-3346. 


MARKETING 

DIRECTOR 

A  new  position  reporting  to  the  pub¬ 
lisher  at  a  100,000  circulation  class 
publishing  firm  located  in  an  attractive 
to  live  in  northeast  community.  A  true 
growth  opportunity  for  the  highly  qual¬ 
ified  person  selected.  The  profession¬ 
ally  sales  experiencd  executive  should 
have  a  proven  record  of  competitive 
success  and  strong  working  knowledge 
of  advertising,  salestraining,  research, 
promotion  and  al  I  aspects  of  newspaper 
marketing.  A  team  leader  and  player  is 
needed  to  work  with  other  major  de¬ 
partments  which  are  embarking  on  sig¬ 
nificant  changes.  Position  offers  a  fine 
management  growth  opportunity  with 
commensurate  salary  and  benefit  pack¬ 
age  growth.  Please  send  with  com¬ 
plete  confidence,  strong  references 
and  resume  including  salary  history.  An 
Equal  Opportunity  Employer  who  is 
ready  to  move  quickly  to  fill  this  key 
management  job.  Write  Box  5,  Editors 
Publisher,  today! 


CIRCULATION 


HELP  WANTED 


ARTIGRAPHICS 


CORPORATE  GRAPHICS  DIRECTOR  for 
Cleveland-based  publishingfirm.  Magazine 
layout  and  design  experience;  creative, 
imaginative  artist;  able  to  do  and/or  co¬ 
ordinate  several  projects  simultaneously. 
Salary  to  be  negotiated.  Send  resume  and 
references  to  Box  70,  Editor  &  Publisher. 


CIRCULATION 


CIRCULATION  MANAGER,  experienced, 
for  expanding  70-80M  controlled  circula¬ 
tion  newspaper.  Must  be  strong  in  route 
structuring  and  carrier  recruitment.  Area 
2.  Salary  commensurate  with  experience, 
plus  excellent  benefits.  Box  20,  Editor  & 
Publisher. 


CIRCULATION  MARKETING  MANAGER 
Newly  created  position  requires  a  results- 
oriented  individual  that  can  define  market 
opportunities  and  objectives.  Should  be 
able  to  develop  specific  sales  programs  to 
exploit  them.  The  ability  to  teach  district 
managers  and  carriers  to  successfully  sell 
is  a  must.  Will  have  responsibility  of  provid¬ 
ing  direction  and  leadership  to  independent 
crew  and  telephone  solicitors. 

Great  location  to  work  and  live  in,  Zone  4. 
Experience  on  morning,  afternoon  and 
Sunday  operation  would  be  helpful. 

If  you  have  the  necessary  qualifications 
and  would  like  to  join  a  progressive  news¬ 
paper  in  a  growth  market,  please  send  re¬ 
sume  providing  personal  data,  work  ex¬ 
perience  and  salary  requirements  to  Box 
44,  Editor  &  Publisher. 


MANAGER  for  dominant  Zone  5  news 
weekly  group.  Good  growth  situation  for 
person  with  strong  track  record  with  volun¬ 
tary  pay.  conversion.  Some  mail,  motor 
routes.  Send  resume  to  Box  27,  Editor  & 
Publisher. 


POSITION  AVAILABLE  for  number  two 
person  with  small  but  growing  metro  daily. 
Prior  circulation  experience  a  must.  Goldw 
opportunity  for  aggressive,  hardworking 
circulator.  Send  resume  and  salary  re¬ 
quirements  to  Dan  Thomas.  Circulation 
Director.  P.O.  Box  3124,  N.  Las  Vegas, 
Nevada  89030. 


CIRCULATION  DIRECTOR 

needed  to  meet  the  challenges  in  growing 
Zone  4  area.  We  need  an  energetic,  goal- 
oriented  person  who  can  conceive,  plan, 
organize,  implement  and  manage  effective 
promotion,  sales,  service  and  collection 
programs.  Individual  must  be  very  strong 
in  human  relations  and  be  able  to  provide 
quality  leadership  in  circulation  staff  in 
medium  size  daily.  Position  offers  oppor¬ 
tunity  for  personal  and  professional  de¬ 
velopment,  achievement-oriented  pay  and 
excellent  fringe  benefits.  If  you  want  to 
learn  more  about  this  challenging  and  re¬ 
warding  opportunity,  send  resume  describ¬ 
ing  yourself,  education  and  experience  to 
Box  121.  Editor  &  Publisher. 


Circulate  Your  Jobs,  Services, 
Talents  to  the  Largest 
Newspaper  Audience  in  the 
World  with  E&P  Classifieds 


QlUn  C  PflDV  /  **  know  the  single  copy  sales 

wIIIULl  uUi  T  /  business  and  can  handle  a  morning 

TnBainnAnTBTiAki  transportation  operation,  you  should 

TRAN\PnRTATinN  know  about  an  opportunity  in  a  ma- 

lliniiul  UliinilUII  jor  VVest  Coast  metro  market — one 

UAUAPrD  UflTU  that's  got  competitive  newspapers 

MAIlAutK  Wlln  and  is  growing. 

ryTUIICIACIll  VVe're  looking  for  a  proven,  experi- 

lN  I  nUulAolVI!  enced  performer  who  understands  a 

union  environment,  is  on  the  way  up 
and  is  anxious  to  become  an  important  part  of  a  young,  ener¬ 
getic  management  team.  This  is  a  real  challenge.  But  it's  more. 

We  offer  an  exceptional  compensation  and  benefit  package  and 
a  chance  to  get  involved  fast. 

Sound  interesting?  Send  a  brief  resume  including  salary  require¬ 
ments  to  Box  111,  Editor  &  Publisher.  We'll  treat  your  reply 
with  the  strictest  confidence. 

An  Equal  Opportunity  Employer,  MIF 


HELP  WANTED 


CLASSIFIED  ADVERTISING 


FLORIDA  SUN  COAST  7-day  28,000  daily 
needs  an  energetic  (Classified  Ad  Manager 
who  can  build  ad  count  and  linage  in  a 
growing  newspaper  serving  in  a  highly 
compet(tive  market.  Excellent  potential 
and  opportunity  for  a  Classified  Manager 
on  a  smaller  paper  or  a  No.  2  person  ready 
to  move  up.  Must  possess  a  good  knowl¬ 
edge  of  classified  and  be  a  working  man¬ 
ager  who  can  train,  communicate,  moti¬ 
vate  and  sell.  This  is  a  career  position  with 
salary  commensurate  wirh  ability,  plus 
bonuses,  excellent  fringes  and  a  beautiful 
area  in  which  to  live.  If  you  like  to  work  and 
are  ready  for  a  challenge,  we'd  like  to  talk 
to  you.  Send  detailed  letter  stating  experi¬ 
ence,  references  and  salary  requirements 
to  Box  53,  Editor  &  Publisher. 


EXPERIENCED  CLASSIFIED 
ADVERTSING  SALESPERSON 

A  recent  retirement  has  created  a  sales 
position  in  our  Classified  Advertising  De¬ 
partment. 

Challenges,  additional  responsibilities, 
growth  potential  and  remuneration  (base 
salary  and  incentive)  are  all  excellent  along 
with  a  comprehensive  medical  and  life  in¬ 
surance  coverage  and  retirement  plan. 
You'll  have  at  your  disposal  meaningful  re¬ 
search  and  market  data  plus  all  the  neces¬ 
sary  sales  tools  to  assure  your  success.  In 
addition,  you'll  be  representing  one  of 
America's  finest  7-day  metropolitan  news¬ 
papers  located  in  a  dynamic  growth  market 
on  Florida's  West  Coast. 

We  want  to  talk  to  you  if  you  can  sell  on  a 
professional  level  and  are  not  timid  about 
working  hard  to  attain  your  goals.  Send  a 
comprehensive  resume  to  Rosita  Peterson, 
Classified  Advertising  Manager,  Tampa 
Tribune-Times,  P.O.  Box  191,  Tampa,  Fla. 
33601. 


ASSISTANT  CLASSIFIED  MANAGER— 
New  Position,  created  for  a  person  who  is 
very  strong  in  phone  room  procedure,  ad¬ 
ministration,  budgeting  and  promotion. 
Send  resume  and  salary  requirements  to 
J.  L.  Sartory,  Advertising  Director,  Palm 
Beach  Post-Times,  P.  0.  Drawer  T,  West 
Palm  Beach,  Fla.  33402. 


CLASSIFIED 
SALES  MANAGER 

NEW  ENGLAND  AREA 

We  are  seeking  a  dynamic  addition  to  our 
classified  team  who  will  be  responsible  for 
managing  our  outside  sales  staff.  Other 
areas  of  responsibility  will  include  im¬ 
plementation  and  continuation  of  sales 
training  programs.  Strong  classified 
background  and  a  proven  track  record  in 
truly  competitive  markets  a  must.  The  job 
is  tough,  challenging  and  rewarding.  Excel¬ 
lent  salary  and  attractive  fringe  benefits. 
Send  complete  resume  including  salary 
history  to  Box  88,  Editor  &  Publisher. 


CLASSIFIED  AD  MANAGER— Award-win¬ 
ning  20,000  circulation  Zone  4  daily  is 
seeking  a  talented  professional  to  direct  a 
staff  of  5.  Management  experience  a  must. 
We  offer  excellent  fringe  benefit  package 
including  profit  sharing.  Send  letter,  salary 
requirements  and  resume  to  Box  93, 
Editor  &  Publisher. 


CLASSIFIED 

MANAGER 

Our  medium  size  daily  newspaper  (Zone  5) 
currently  needs  a  top-notch  individual  to 
assume  management  of  our  classified  de¬ 
partment.  Applicants  must  be  willing  to 
tackle  the  challenge  of  training  a  young 
department,  and  the  conversion  to  a  VDT 
front-end  system. 

We  will  provide  the  right  individual  with 
attractive  compensation  and  fringe  ben¬ 
efits. 

If  you  have  a  proven  background  in  clas¬ 
sified  advertising,  we'd  like  to  hear  from 
you.  Send  resume  including  salary  require¬ 
ments  to  Box  122,  Editor  &  Publisher. 

An  Equal  Opportunity  Employer 

CIRCULATION  CONSULTANTS 

PROFESSIONAL  SUBSCRIPTION  build¬ 
ing  firm  wanted  for  64-page  weekly  tabloid 
trade  paper.  Northwestern  states.  Write 
Don  Sirkin,  Contractor's  Weekly,  P.  0.  Box 
9271,  Seattle,  Wash.  98109,  or  call  (206) 
622-7053. 


HELP  WANTED 


DISPLAY  ADVERTISING 


LEADING  TRADE  PUBLICATION  has  an 
opening  for  an  experienced  ad  salesman  to 
cover  Southwest  from  Chicago-based  of¬ 
fice.  Must  like  and  preferably  know  news¬ 
paper  indust^.  50%  travel.  Salary  plus 
commission.  Resume  and  cover  letter  to 
Box  133,  Editor  &  Publisher.  Our 
employees  know  of  this  ad. 


SALES  SUPPORT 
MANAGER 

Are  you  looking  for  an  oppoitunity  to  exer¬ 
cise  your  managerial  skills  in  a  modern, 
growing  organization?  Recent  moderniza¬ 
tion  has  created  a  rare  opportunity  for  the 
right  person.  We  are  seeking  an  experi¬ 
enced  leader  capable  of  motivating  and 
managing  a  diverse  Ad  Services  staff  to 
include  the  following  areas;  speculative 
layouts,  market  data,  dispatch  and  the 
flow  of  post  sale  advertising. 

Madison  Newspapers,  Inc.,  is  an  AM/PM 
operation  with  125,0()0  combined  circula¬ 
tion  located  in  a  beautiful  medium  sized 
community  with  abundant  cultural  and  re¬ 
creational  facilities. 

If  you  are  looking  for  a  challenging  career 
opportunity,  please  send  letter  of  applica¬ 
tion  with  education,  work  and  salary  his¬ 
tory  to; 

Personnel  Manager 
Madison  Newspapers,  Inc. 

P.  0.  Box  8056 
Madison,  Wise.  53708 


ADVERTISING  MANAGER  for  Area  8  daily. 
Must  be  strong  on  sales  and  able  to  direct 
staff  in  competitive  situation.  Salary  open. 
Box  131,  Editor  &  Publisher. 


ADVERTISING  SALESPERSON  experi¬ 
enced  in  designing  and  selling  advertising 
campaigns,  preparing  budgets,  conduct¬ 
ing  demographic  studies  and  developing 
saTes  presentations.  Zone  3  paper.  Submit 
resume  and  details  to  Box  120,  Editor  & 
Publisher. 


EXPERIENCED  ADVERTISING  salesper¬ 
son,  2  to  4  years.  Wyoming's  largest  daily 
newspaper  is  in  need  of  an  aggressive, 
career-minded  retail  salesperson  to  com¬ 
plement  our  young,  creative  and  agressive 
advertising  staff.  The  individual  we  are 
seeking  must  be  strong  on  sales,  ad  layout, 
co-op,  marketing  and  budgetinK.  We  sell 
the  "Total  Newspaper"  and  offer  above  av¬ 
erage  salary,  commission,  insurance,  car 
allowance,  hospitalization  and  paid  vaca¬ 
tions.  We  are  a  33,0(X)  daily  located  in  one 
of  the  nation's  most  dynamic  growth  mar¬ 
kets.  Exceptional  outdoor  recreation 
nearby.  Oil,  mining  and  expanding  retail 
outlets  provide  for  a  solid  economic  base. 
A  good  job  with  a  future  for  the  right  per¬ 
son.  Send  complete  resume,  references 
to; 

Mark  R.  Helwick 
Advertising  Director 
Casper  Star-Tribune 
P.  0.  Box  80 
Casper,  Wyo.  82602 


ADVERTISING  SALESMAN  for  4500  6-day 
PM  in  Northern  Ohio.  Some  experience 
necessary.  Please  send  complete  resume 
to  Gary  Hirt,  Gazette  Publishing  Co.,  107 
N.  Sandusky  St.,  Bellevue,  Ohio  44811. 


LOS  ANGELES  national  representative 
seeking  experienced  newspaper  salesper¬ 
son.  Anxious  move  to  West  Coast.  Send 
resume  for  contact  to  Box  117,  Editor  & 
Publisher. 


ADVERTISING  SALESMAN 

Nashville  suburban  newspaper  has  open¬ 
ing  for  an  advertising  salesman.  Good 
starting  salary,  fringe  benefits.  Will  con¬ 
sider  recent  J-schooT  graduate  with  aover- 
tising  major.  Box  82,  Editor  &  Publisher. 


DISPLAY  AD  SALESMAN— Fast-growing 
northern  California  24M  6-day  daily. 
Minimum  lO  years  experience  with  proven 
sales  ability.  Good,  dependable,  stable 
salesman  to  fit  into  staff  of  same.  Ex¬ 
cellent  state  university,  outdoor  paradise. 
Write:  General  Manager,  Chico  Enterprise- 
Record,  P.O.  Box  9,  Chico,  Calif.  95927. 


SALES  DIRECTOR  or  ad  director.  We  are 
looking  for  an  experienced  sales  leader. 
If  you  have  experience  in  hiring  good 
talent,  training  in  advertisinR  sales  tech¬ 
niques,  staff  motivation  and  excellent  cus¬ 
tomer  relations,  then  we  have  a  good  op¬ 
portunity  for  you  here.  Submit  a  complete 
resume  to  David  Rutledge,  General  Man¬ 
ager,  The  Daily  Times-News,  P.  0.  Box 
481,  Burlington,  N.C.  27215. 
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HELP  WANTED 


DISPLAY  ADVERTISING 


EXPERIENCED  SALESPERSON  to  take 
over  major  accounts  and  new  shopping 
center.  Salary  plus  excellent  incentive 
plans.  Contact  Gene  Lofton,  The  Daily 
Democrat,  Woodland,  Calif.  95695. 


ADVERTISING  MANAGER  for  growing 
25,000  circulation  weekly  in  rapidly  de¬ 
veloping  Northern  California  area.  Must 
have  several  years  Ad  Department  manag¬ 
ing  experience  on  large  weekly  or  small 
da.Iy.  Job  demands  ad  manager  handle 
leading  accounts  and  supervise  several 
sales  praple.  Good  opportunity  and  living 
area.  Give  salary  requirements  and  refer¬ 
ences.  Send  complete  resume  in  strict 
confidence  to  38,  Editor  &  Publisher. 


RETAIL  AD  MANAGER  for  large  suburban 
weekly  group  in  Zone  2.  The  ideal  candidate 
will  have  had  experience  in  this  position 
with  a  suburban  weekly  and  will  possess  a 
good  marketing  background.  Strengths 
must  include  managingand  motivating  peo¬ 
ple,  sales,  planning,  training  and  promo¬ 
tion.  Resumeand  salary  requirements  to  Box 
92.  Editor  &  Publisher. 


EDITORIAL 


MANAGING  EDITOR  for  Philadelphia  busi¬ 
ness  newsweekly.  Must  have  experience  in 
magazine  layout,  editing,  reporting.  Un¬ 
ique  opportunity  for  hard  worker.  Clips,  re¬ 
sume  to  Box  1316,  Editor  &  Publisher. 


MANAGING  EDITOR  position  on  West 
Coast  daily.  Applicants  must  have  sound 
experience  in  reporting,  copy  editing,  page 
layout,  and  have  held  city  editor  and  news 
editor  positions  on  daily  of  25,000  circula¬ 
tion  or  more.  This  is  an  award-winning 
newspaper,  demanding  imaginative  lead¬ 
ership  in  highly  competitive  market. 
Applicants  should  be  conservative  and 
seeking  lifetime  location.  Replies  confi¬ 
dential.  Box  17,  Editor  &  Publisher. 

YOUTHFUL  MANAGING  EDITOR  sought 
for  South  Florida  music  and  entertainment 
paper.  Must  be  knowledgeable  about  rock 
music,  good  at  organizing  and  strong  on 
layout  and  editing.  $175  per  week  to  start. 
Send  music  writing  samples  to  Good 
Times,  250  Royal  Palm  Way,  Palm  Beach, 
Fla.  33480.  Interview  will  be  necessary  in 
either  Florida  or  New  York  City. 


EDITORIAL  PAGE  EDITOR— State  capitol 
daily  offers  great  opportunity  as  well  as  a 
salary  in  excess  of  $20,000  and  top  fring¬ 
es.  The  ideal  candidate  will  have  a  solid 
background  in  news  and  editorial  writing. 
This  IS  the  chance  of  a  lifetime  for  the  right 
person.  Box  3,  Editor  &  Publisher. 


TOP  COPY  EDITOR  for  growing  daily.  Ex¬ 
perienced  in  all  phases  news.  Electronic 
editing  knowledge  a  must.  Salary  open.  All 
replies  held  in  confidence.  Resume  and 
samples  to  Paul  W.  Dale,  Editor.  Gadsden 
Times,  P.  0.  Box  188,  Gadsden,  Ala. 
35902. 


AGGRESSIVE  NEWSMAN  needed  now  for 
Nome.  Alaska  year-old  weekly.  Memeo 
heading  for  offset.  We  pay  nothing.  Wide 
open  country.  Jack  London  started  here. 
Gold  Dust  Publications,  Box  968,  Nome, 
Alaska  99762. 


BRIGHT  EDITOR  for  Countyseat  Weekly  in 
the  Rio  Grande  Valley  of  South  Texas. 
Must  edit  copy,  cover  sports,  government 
and  do  feature  stories.  Picture  taking  and 
processing  helpful.  Spanish  helpful.  Write, 
giving  details,  with  clips  to  Paul  E.  Whit¬ 
worth,  Publisher.  Chronicle/News,  P.O. 
Box  368,  Raymondville,  Texas  78580. 


COPY  EDITOR— New  York  area  AM  seeks 
bright  beginner  with  good  editing  skills  and 
ability  to  write  sharp  heads.  Send  resume 
and  salary  requirements  to  Box  101,  Editor 
&  Publisher. 

EDITORIAL  WRITER 

for  home  office  editorial  department  of 
Lindsay-Schaub  Newspapers  Inc.  Write 
editorials,  cover  state  government  for  6 
downstate  dailies  with  a  combined  circula¬ 
tion  of  160,000. 

Masters  Degree  required.  Must  have  ex¬ 
tensive  reporting  experience,  editorial  writ¬ 
ing  background  preferred.  Salary  com¬ 
mensurate  with  experience:  excellent 
fringe  benefits. 

Send  resume  and  salary  requirements  to 
Keith  L.  Stewart,  Lindsay-Schaub  News¬ 
papers,  P.O.  Box  789,  Decatur,  III.  62525. 


HELP  WANTED 


EDITORIAL 


WOMEN'S  EDITOR 
AND  REPORTER 

Middle  Tennessee  weekly  with  8000  paid 
circulation  has  opening  for  women's  editor 
and  general  assignment  reporter.  Must  be 
photo  qualified.  Excellent  starting  salary, 
fringe  benefits,  reasonably  priced  apart¬ 
ments  available  in  friendly  city  of  7000. 
Will  consider  recent  J-school  graduate. 
Box  Editor  &  Publisher. 


SPORTS  PERSON— We  need  a  bright  wri¬ 
ter,  no  beginners  please.  Will  include 
PAC-8  sports,  some  preps,  lots  of  people 
features.  Excellent  pay  in  attractive 
mountain/salt  water  area.  Resume  and 
clips  to  Ralph  Langer,  Editor,  Everett 
Herald,  P.O.  Box  930,  Everett,  Wash. 
98206. 


ZONE  2  SUBURBAN  daily  and  Sunday 
seeks  executive  editor  to  head  45-person 
staff.  Must  be  an  unusual  leader  and 
motivator  capable  of  producing  an  inde- 
spensable  product  in  a  highly  competitive 
market.  Box  85,  Editor  &  Publisher. 


SPORTS  COPY  EDITOR 

The  Metro-East  Journal,  40,000  regional 
daily  in  southwestern  Illinois,  seeks  a  copy 
editor  specializing  in  sports  on  a  universal 
desk.  Experience  in  sports  writing,  as  well 
as  hard  news  reporting  and  copy  editing 
required.  Send  resume  and  salary  history 
to  Keith  L.  Stewart,  Lindsay-Schaub 
Newspapers,  P.  0.  Box  789,  Decatur,  III. 
62525. 


DESKPERSON  with  at  least  1-2  years  wire 
experience.  Must  be  good  on  layout  and 
head  writing.  Excellent  opportunity  for 
right  person.  Ideal  community,  directly  on 
Gulf,  extreme  southwest  Florida.  Offset 
PM  daily,  20,000  circulation,  all  modern 

Riant  and  facilities.  Contact  Thomas  E. 

ayer.  Editor,  Naples  Daily  News,  P.  0. 
Box  7009,  Naples,  Fla.  33940. 


EDITOR  OF 
EDITORIAL  PAGE 

This  is  one  of  the  best  opportunities  for  an 
editorial  writer  available  anywhere.  If  you 
are  a  person  who  has  perhaps  been  chaf¬ 
ing  under  too  conservative  a  publisher, 
this  is  your  chance  to  move  up  to  a  prog¬ 
ressive  newspaper  as  the  top  person  on  the 
editorial  page  of  a  medium  sized  Southern 
daily.  We  want  a  writer  who  will  help  us  to 
bring  change  to  the  community  and  the 
region.  Good  salary  and  benefits.  Send  re¬ 
sume  and  clippings  to  Box  77,  Editor  & 
Publisher. 

EDITOR-IN-CHIEF  for  a  children's  non¬ 
profit  television  project  to  supervise  staff 
of  script  and  related  print  materials  writ¬ 
ers.  Excellent  opportunity  for  experienced 
and  creative  editor/writer  with  administra¬ 
tive  talents.  Send  resume  to  Mr.  Larry 
Walcoff,  Essential  Learning  Skills  Project, 
Agency  for  Instructional  Television,  Box  A. 
Bloomington,  Ind.  47401.  An  Equal  Oppor¬ 
tunity  Employer. 


THE  DETROIT  NEWS  wants  the  best 
“Accent  on  Living"  editor  in  the  country. 
You  might  be  an  assistant  managing  editor, 
a  Sunday  editor  or  a  feature  editor  at 
another  major  metro,  but  you  are  creative, 
a  fine  editor,  enjoy  aggressive  competition 
and  expect  to  be  rewarded  tor  your  skills. 
Send  resume,  salary  needs  and  evidence  to 
support  your  claims  to  Burt  Stoddard, 
Managing  Editor,  615  Lafayette  Blvd.  W., 
Detroit,  Mich.  48231. 


COPY  EDITOR 

We're  looking  for  someone  with  good  news 
judgment,  the  ability  to  write  sharp  heads, 
experience  in  layout  and  an  interest  in 
working  with  a  VDT  system.  Zone  5  AM 
daily,  we're  interested  in  a  copy  editor  who 
can  demonstrate  skill  and  professionalism 
on  the  job.  Send  resume  and  salary  re¬ 
quirements  to  Box  26,  Editor  &  Publisher. 

REPORTER  for  award-winning  semi-week¬ 
ly  with  7200  paid  circulation  in  Zone  4. 
Must  be  self-motivating  general  assign¬ 
ment  reporter.  This  is  no  spot  for  an  ama¬ 
teur.  Must  be  ready,  willing  and  able  to 
produce  good  string  of  local  news  copy 
daily.  Starting  salary  $185  weekly  plus  car 
allowance  and  fringe  benefits.  Box  105, 
Editor  &  Publisher. 


HELP  WANTED 


EDITORIAL 


COPY  EDITOR— Major  Zone  4  AM  daily  of¬ 
fers  a  good  opportunity  for  recent 
graduate  who  wants  to  be  a  copy  editor. 
Box  98,  Editor  &  Publisher. 


TAKE-CHARGE  COMPETITOR  needed  for 
managing  editorship  of  professional  sun¬ 
belt  5^ay  daily.  Upper  class  university 
community.  $250  per  week.  Person 
selected  must  show  ability  in  writing,  edit¬ 
ing  and  modern  layout.  Ours  is  a  super 
growth  area  and  the  newspaper  is  one  of 
area's  finest.  (405)  341-2289. 


NEWS  EXECUTIVE 

Competitive  35,000 -t  PM  in  metro  market 
seeks  news  editor  to  plan  and  coordinate 
daily  and  weekend  coverage,  process  copy, 
oversee  news/sports  page  layout  and  pro¬ 
duction,  and  assist  in  editorial  writing. 
Salary  in  $20,(X)0  range.  Send  resume  and 
salary  history  and  requirements  to  Box 
123,  Editor  &  Publisher. 


EDITOR  to  manage  a  small  Colorado  moun¬ 
tain  resort  weekly.  Applicants  must  have 
sound  experience  in  reporting,  copy  edit¬ 
ing  and  page  layout.  We're  looking  for  a 
dynamic  person  to  lead  a  growing  weekly  to 
award-winning  status.  Must  be  interested 
in  becoming  an  active  participant  in  a 
small  community.  Send  resume  and  clips 
to  Shelby  Kesperson,  Sams  Communica¬ 
tions  Inc.,  P.  0.  Box  240,  Gunnison,  Colo. 
81230. 


DO  YOU  WANT  TO  MIND  OUR  BUSINESS? 
Award-winning  Southwest  Florida  PM  daily 
has  opening  for  reporter  with  some  experi¬ 
ence  to  cover  active  business  and  real  es¬ 
tate  beat.  Real  challenge  and  opportunitv 
for  right  person  with  one  of  Florida's  fast¬ 
est  growing  papers.  No  job  for  clock  watch¬ 
er.  Contact  Tom  Hayer,  Executive  Editor, 
Naples  Daily  News,  Naples,  Fla.  39940. 
(813)  262-3161. 


FEATURE  EDITOR 

The  Metro-East  Journal,  40,(X)0  regional 
daily  in  southwestern  Illinois,  is  seeking  a 
feature  editor  to  organize  soft  news  cover¬ 
age  that  goes  beyond  the  traditional  family 
page  concept,  produce  consumer  and 
other  special  interest  material,  maintain 
contacts  with  civic  organizations  and  help 
city  editor  with  assignments  and  supervi¬ 
sion.  Daily  news  reporting  and  copy  editing 
experience  necessary,  plus  familiarity  with 
sports  is  desirable,  ^nd  resume  and  sal¬ 
ary  history  to  Keith  L.  Stewart,  Lindsay- 
Schaub  Newspapers,  P.  0.  Box  789,  De¬ 
catur,  III.  62525. 


HELP  WANTED 


PRODUCTION 


QUALITY  LETTERPRESS  and  offset  ink 
producerseeks  retired  production  manager 
or  pressroom  superintendents  to  sell  ink 
part  or  fulltime.  All  Zones.  Box  72.  Editor& 
Publisher. 


PRODUCTION 

MANAGER 

The  Southern  Illinoisan,  a  33,000  PM 
daily  in  Carbondale,  Illinois,  is  seeking  an 
experienced  production  manager  to  coor¬ 
dinate  press-stereo,  camera  and  compos¬ 
ing  operations.  Also,  responsible  for  main¬ 
tenance  of  building  and  equipment. 
Requires  experience  in  organizing,  super¬ 
vising,  controlling  work  flow  and  co¬ 
ordinating  with  other  departments.  Letter- 
press  knowledge  and  photocomp  conver¬ 
sion  background  helpful.  BS  Degree  in 
Industrial  Engineering  or  related  field  pre¬ 
ferred.  Excellent  benefits  and  salary 
commensurate  with  experience.  Send 
resume  and  salary  history  to  Keith  L. 
Stewart,  Lindsay-Schaub  Newspapers, 
P.O.  Box  789.  Decatur,  III.  62525. 


PRODUCTION  MANAGER  and/or  press¬ 
room  superintendent  for  6-unit  Goss 
Community  with  S/C  folder.  Good  salary, 
profit  sharing,  other  benefits  for  person 
who  can  train  our  fine  young  crew  in  qual¬ 
ity  and  efficiency,  cutting  down  waste,  etc. 
We  run  one  and  one-half  shifts,  print  2 
dailies  and  commercial  work.  Write  Fritz 
Dalrymple,  News-Sun,  112  N.  Main  St.. 
Kendallville,  Ind.  46755. 


PROMOTION 


FREELANCE 


ADVICE  FOR  AUTHORS— I'm  chief  editor 
for  a  group.  I  reject  hundreds  of  articles 
for  reasons  easily  avoided,  if  you  know 
them.  No  editor  has  time  to  correspond, 
criticize,  advise — ergo  rejection  slips.  Can 
you  increase  your  acceptences?  Read  my 
brief,  "Less  Rejections— More  Checks,'' 
$6.  Refundable.  The  Editor,  2404  Windsor 
PL,  Champaign,  III.  61820. 


FREELANCER'S  NEWSLETTER  publishes 
twice-monthly  listings  of  freelance  as¬ 
signments,  markets,  news.  3  issues  $2. 
P.O.  Box  128,  Rhinebeck,  N.Y.  12572. 
(914)  876-2713. 


MAILROOM 


ASSISTANT  SUPERINTENDENT 
MAILROOM— SHIPPING 

Modern  plant  in  Zone  3.  Looking  for  person 
with  knowledge  of  newspaper  mailing, 
commercial  printing  and  distribution. 
Must  have  at  least  2  years  supervisory  ex¬ 
perience.  Company  paid  medical/dental/ 
life  insurance,  holidays,  vacations,  profit 
sharing,  retirement,  etc.  Send  work  history 
and  salary  requirements  to  Box  90,  Editor 
&  Publisher. 

_ PRESSROOM _ 

EXPERIENCED  PRESSMAN  for  semi¬ 
weekly  paper.  Good  opportunity  to  ad¬ 
vance  with  5-year-old  newspaper.  Zone 
4.  Box  68,  Editor  &  Publisher. 

NEWSPAPER  GROUP  needs  2  working 
pressroom  foremen.  Urbanite  and  Cottrell 
V-15  experience.  Open  shop  operations. 
Both  locations  ideal  for  family  living.  Zones 
2  and  5.  Box  112,  Editor  &  Publisher. 


ADVERTISING 

SALES 

PROMOTION 

BETTER  HOMES  AND 
GARDENS  MAGAZINE  seeks 
highly  creative  Individual  with 
strong  copy  A  editing  skills  to 
coordinate  all  phases  in  the 
development  of  sales  promo¬ 
tion  presentations  and  collat¬ 
eral  materials. 

Requires  minimum  3-5  years 
solid  writing  background 
which  could  have  been  gained 
through  experience  with 
magazines,  newspapers,  ad 
agencies,  PR,  etc.  Some 
knowledge  of  graphics  help¬ 
ful.  Must  be  able  to  relocate. 

Send  resume  with  salary  his¬ 
tory  and  writing  samples  In 
confidence  to;  Miss  Draper 
Corporate  Mgr.,  Placement 

MEREDITH  CORPORATION 
1716  Locust  Street 
Des  Moines,  Iowa  50336 

An  Equal  Opportunity  Employer  \tlE 


MARKET/MEDIA 
RESEARCH/SALES 
PROMOTION  DIRECTOR 

Need  highly  qualified  self-starter  to 
quickly  learn  our  unique  business  and  then 
translate  that  learning  into  solid  sales 
promotion  tools  and  research  data  for 
sales  staff.  Strong  on  translating  numbers 
into  creative  sales  materials.  We  are  the 
fastest  growing  newspaper  network  rep 
company  which  believes  in  starting  trends 
and  selling  them  conceptually  to  man¬ 
ufacturers  and  their  ad  agencies.  Located 
in  Zone  2. 

If  you're  ready  to  move  in  fast  company 
and  want  to  be  paid  in  direct  proportion  to 
your  contribution,  write  Box  45.  Editor  & 
Publisher. 

E&P  Classifieds  Produce  Jobs 
I  for  Newspaper  People 
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Positions  Wonted... 


PERSONNEL  AVAILABLE  FOR  ALL  NEWSPAPER  DEPARTMENTS  &  ALLIED  FIELDS 


ACADEMIC 


ASSISTANT  PROFESSOR  at  Midwestern 
university  wants  to  move  South  or  South¬ 
west.  MA.  Media  experience.  Female. 
Strengths  in  editing,  reporting,  public  rela¬ 
tions.  Box  114,  Editor  &  Publisher. 


ADMINISTRATIVE 

MARKETING  EXECUTIVE— Award-wining 
journalist  with  specialists’  skills  in  copy, 
layout,  design,  research.  BS  Marketing. 
Box  14,  Editor  &  Publisher. 

EXPERIENCED,  SEASONED  general  man¬ 
ager,  ad  manager,  newsman,  ^otographer 
with  more  than  10  years  in  weekly  and 
daily  work,  seeks  permanent  career  oppor¬ 
tunity  in  any  or  all  capacities.  Vl/illing  to 
relocate.  Currently  unemployed.  Anxious 
for  hard  work.  C.D.  Litzenburg,  83  Oak 
Manor  Dr.,  Waldorf,  Md.  20601.  No  phone. 
Inquiries  answered  immediately. 


NEW  YORK  TIMES  *  CHICAGO  TRIBUNE 
Sales  Account  Executive  seeks  sales 
management  position,  unequalled  ex¬ 
perience.  Classified,  retail,  national, 
financial  advertising.  Special  sections. 
AAA-1  references,  resume.  Box  19,  Editor 
&  Publisher. 

MANAGEMENT  POSITION  with  solid, 
progressive  organization.  Daily  and  week¬ 
ly  experience  of  16  years;  publisher, 
general  manager,  editor,  consultant,  ac¬ 
quisitions,  offset  conversions,  composing, 
printing.  High  profit-sales  gains;  innova¬ 
tions;  accomplishments.  Extensive  com¬ 
munity  service.  Age  37,  family  man. 
Top  references.  Confidences  respected. 
Box  61,  Editor  &  Publisher. 

AD  DIRECTOR— 5Vi  years  under  most  ad¬ 
verse  conditions  prepares  me  for  most  any 
challenge.  15  years  daily  newspaper  ex¬ 
perience  in  all  phases  of  advertising.  John 
Haines,  2606  Sunnyside,  Burlington,  Iowa 
52601.  (319)  752-0728  anytime. 

GENERAL  MANAGER  of  medium  size  daily 
seeks  position  and  buy-in  of  small  daily  or 
sound  weekly.  Strong  financial/marketing 
background.  Box  83,  Editor  &  Publisher. 


MARKETING  PROFESSIONAL-Achiever, 
organized,  aggressive  with  20  years  com¬ 
petitive  experience  in  dailies,  newspaper 
magazines,  shoppers  and  weeklies.  Media 
and  market  research,  merchandising, 
promotion,  presentations,  top  level  local 
and  national  sales  and  management 
background.  Want  to  make  meaningful 
contribution  to  challenging  situation.  Mar¬ 
keting  degree.  Zones  2,  3,  4.  Box  2174, 
Editor  &  Publisher. 

GENERAL  MANAGER-MARKETING  EXEC¬ 
UTIVE  OR  AD  DIRECTOR— Seasoned,  goal 
oriented,  budget  and  bottom  line  consci¬ 
ous  executive  with  strong  competitive 
background  in  dailies  and  large  subur¬ 
bans.  A  top  administrator  that  can  pro¬ 
duce  in  all  areas  and  also  has  depth  and 
vision  along  with  excellent  experience  and 
reliability.  Box  109,  Editor  &  Publisher. 


CIRCULATION 


YOUNG  CIRCULATOR,  with  daily  and 
weekly  experience,  desires  to  relocate  as 
manager  on  medium  to  large  daily.  Box 
104,  Editor  &  Publisher. 


DISPLAY  ADVERTISING 


WORKING  AD  MANAGER  of  24,000  daily, 
very  profit-minded  with  excellent  back¬ 
ground  in  staff  training  and  promotion, 
looking  for  more  responsibilities  on  a  small¬ 
er  Midwest  paper.  Top  references.  Box 
118,  Editor  &  Publisher. 


DISPLAY  ADVERTISING 


32,000  COLUMN  INCH  GAIN  in  1976—1 
sold  over  185, OCX)  column  inches  in  '76. 
(37,000  column  inches  in  COLOR).  Largest 
account  was  less  than  10%  of  total.  Very 
heavy  on  ideas,  packages,  color,  making 
large  advertisers  of  small  accounts,  ads 
with  photo  flair,  specials.  BA.  Experi¬ 
enced.  Want  management  position  with 
great  challenge.  Any  Zone.  Excellent  re¬ 
ferences.  Box  48,  Editor  &  Publisher. 


DISPLAY  MANAGER  for  Zone  9,  8.  Top 
agency  and  trade  book  experience.  #13& 
2210  E.  Ball  Rd.,  Anaheim,  Calif.  92806. 


EDITORIAL 

- - -  I 

28-YEAR-OLD  managing  editor  of  New  ' 
England  weekly  desires  a  new  desk  with  a 
new  challenge.  Will  relocate.  Call  David  ; 
Seybold,  (603)  526-2171. 

I 

MANAGED  TO  WIN 

Author  of  a  dozen  mass-market 
books,  countless  articles,  speeches, 
booklets,  and  other  banter  is  ready  to 
manage  more  than  words.  Young, 
aggressive,  and  experienced  in  ' 
magazine,  book,  corporate,  associa¬ 
tion,  and  freelance  writing  and  edit- 

Box  32,  Editor  &  Publisher 

VETERAN  SPORTS  EDITOR,  columnist 
seeks  similar  position  on  paper  where 
management  realizes  the  importance  of 
good,  sound,  ambitious  coverage.  Write 
Box  2274,  Editor  &  Publisher. 

EXPERIENCED  REPORTER,  photo¬ 
grapher,  27,  seeks  newspaper  or  magazine 
reporting  or  feature  writing  job.  BSJ.  Any 
Zone.  Box  13,  Editor  &  Publisher. 

WIRE  EDITOR  small  daily,  15  years 
experience  all  phases,  seeks  more  chal¬ 
lenging  wire  editor,  copy  editor  large  pa¬ 
per.  Box  65,  Editor  &  Publisher. 

FORMER  EDITOR  of  small  weekly 
seeks  return  to  field.  27,  MA.  Willing  to 
do  it  all:  write,  edit,  layout,  ad  sales  and 
photo.  Prefer  oppprtunity  for  gradual  buy- 
in.  Any  Zone  considered.  Box  63,  Editor  & 
Publisher. 

ENERGETIC  husband,  wife  with  week¬ 
ly,  daily  experience  seek  spot  on  weekly. 
Zones  1,  5,  7,  9.  Available  in  6  months. 
Box  64,  Editor  &  Publisher. 


WRITER — Journalist,  news/sports  re¬ 
porter,  photographer,  public  relations. 
Personable,  aggressive,  versatile— pres¬ 
ently  employedon  daily  newspaper,  but 
seeking  advancement  and  challenging  op¬ 
portunity.  Box  62,  Editor  &  Publi^er. 


HARD-WORKING,  eager  young  reporter 
with  Masters  Degree  and  3  years  experi¬ 
ence  on  50,000  circulation  daily  seeks 
challenge  of  larger  newspaper.  Prefer  in¬ 
vestigative  work  but  willing  to  do  anything. 
Box  24,  Editor  &  Publisher. 

JOURNALISM  GRAD  seeks  photographer/ 
reporter  postion  on  small-medium  daily. 
Experience  on  college  and  daily  newspap¬ 
ers,  including  editing  and  layout.  Available 
March  1.  Resume  and  clippings  on  re¬ 
quest.  Send  responses  to;  Marian  Rengel, 
2127  St.  Germain  St.,  St.  Cloud,  Minn. 
56301.  Ph;  (612)  251-6735. 


SEASONED  daily  general  assignment 
I  reporter/photographer  seeks  same  or 
I  editor  post  or  PR  work.  Box  91,  Editor  & 
I  Publisher. 

REPORTER,  experience,  MA,  VDT,  cam¬ 
era.  P.  O'Brien,  1817  Chester,  E-46, 
Richmond,  Ind.  47374. 

VERY  AMBITIOUS  young  self-starter  will 
report  and  expose  in  depth.  Offers  impres¬ 
sive  clips.  Box  89,  Editor  &  Publisher. 


YOUNG  AM  Sports  Editor  of  staff  of  9 
seeks  responsible  copy  editing  position 
with  metro  daily.  Box  78,  Editor  & 
Publisher. 

EXPERIENCED  WRITER-EDITOR,  13  years 
covering  justice,  environment,  business, 
travel,  arts.  Philadelphia  area,  please.  Box 
127,  Editor  &  Publisher. 


EDITORIAL  1 


ACCEPT  MY  CHALLENGE.  If  you  need  a 
top  young  SPORTSWRITER  possessing 
publisher  experience,  a  law  degree,  a 
jock’s  inside  knowledge  and  thirst  for  the 
game  plus  entertaining  articles  done  with 
the  flick  of  a  bic,  then  write  to  Box  106, 
Editor  &  Publisher. 

'76  GRAD;  BS  Journalism  and  Environ¬ 
mental  Studies;  seek  entry  level  general 
assignment  reporting  position  in  Zone  7  or 
9.  Several  years  summer  experience  on 
Minnesota  daily.  Resume  and  clips  avail¬ 
able  on  request.  Call  or  write:  Angus  L. 
White,  Box  70,  Winona,  Minn.  55987; 
(507)  452-9350. 

DRAMA  CRITIC,  arts  and  features,  former 
European  fashion  editor  seeks  challenging 
Life  Style  staff  position.  Single,  29,  willing 
to  relocate  any  Zone  for  right  offer.  Box 
110,  Editor  &  Publisher. 

I  COMMENT,  Criticism,  analysis,  explana¬ 
tion— if  it’s  good,  the  whole  paper  bene¬ 
fits.  Experienced,  prize-winning  woman 
writer/columnist;  politics,  planning,  fed¬ 
eral  programs— no  power  games,  just  good, 
solid  writing.  Box  126,  Editor  &  Publisher. 


CAREER  SPORTSWRITER  wants  to  try 
business,  financial  beat.  Tired  of  jocks. 
Experienced  in  makeup.  Any  Zone.  Ph: 
(8f2)  339-8382.  Box  113,  Editor  & 
Publisher. 


DO  IT  ALL  Husband  and  wife  newspaper 
editorial/production  team.  Looking  to  leave 
major  metropolitan  smog  basin  for  small 
town  paper.  Currently  handling  state-wide 
California  tab.  Present  experience  in  edito¬ 
rial,  reporting,  photography  (Hasselblad 
and  darkroom  equipment),  cartooning, 
plus  complete  cold  type  composition  and 
paste  up.  Ad  sales  experience.  Prefer  to 
relocate  in  Zones  7, 8  or  9.  Eventual  equity 
interest  desirable.  Box  125,  Editor  & 
Publisher. 


AWARD-WINNING  feature/soft  news  re¬ 
porter,  25,  seeks  Midwest  daily  spot.  3 
years  experience  in  community  journalism; 
6  months  specialized  magazine  back¬ 
ground.  Take  own  photographs.  BA  Jour¬ 
nalism.  Gail  Van  Horn,  2901  Perry  Ave. 
N.,  Minneapolis,  Minn.  55422.  (612)  5^- 
3933. 


JOURNALISM  GRADUATE,  New  York  Uni¬ 
versity,  seeks  writing,  publishing  job. 
Specialized  in  magazines.  Recommenda¬ 
tions  from  top  editors.  Hard  worker.  All 
Zones.  Box  124,  Editor  &  Publisher. 


WRITER-EDITOR-PHOTOGRAPHER  seek¬ 
ing  senior  position  with  business,  trade  or 
technical  magazine.  Professional  en¬ 
gineer.  Resume  and  samples  available. 
Box  119,  Editor  &  Publisher. 


SPORTSWRITER,  age  26,  wants  to  move 
into  spot  at  metro  daily.  Award-winner  past 
2  years.  Features,  columns,  game  cover¬ 
age  done  with  flash.  Can  write  as  well  as 
anyone  on  your  staff.  Excellent  references. 
Box  132,  Editor  &  Publisher. 


_  EDITORIAL 


VERSATILE  DESKMAN,  41,  currently 
handling  family  business, wants  to  join 
medium  or  large  daily  in  mid-Atlantic  reg¬ 
ion.  More  than  15  years  of  rim,  slot  and 
wire  experience  with  2  metropolitan 
dailies.  Stable  personality,  serious 
minded.  Interested  in  long-term  employ¬ 
ment  on  or  off  the  rim.  Degree  and  good 
references.  Box  115,  Editor  &  Publisher. 

RELIGION  EDITOR/INQUIRING  PHOTOG¬ 
RAPHER— Twice  national  award-winning 
Man-On-The-Street  columnist;  creator  of 
broad  based  human  interest  surveys;  Fel¬ 
low,  Religious  Public  Relations  Council; 
seeks  challenge  with  major  metro  or  syndi¬ 
cate.  Box  128,  Editor  &  Publisher. 


_ FREELANCE _ 

PUBLISHED  AUTHOR  and  D.C.  reporter, 
with  investigative  flair  and  research  skills, 
will  cover  in-depth  stories,  D.(l.-New  York 
City  corridor.  Good  feature  style.  All  offers 
considered.  P.  0.  Box  502,  Arlington,  Va. 
22216. 


PHOTOJOURNAUSM 


INNOVATIVE,  MATURE  photojournalist 
with  BS  and  extensive  feature  and  layout 
experience  seeks  job  with  photo-oriented 
daily.  Will  relocate.  Davy  Scheffler.  P.  0. 
Box  1620,  Southern  Station,  Hattiesburg, 
Miss.  39401.  (601)  583-0532. 


PHOTOEDITOR— Extensive  commercial 
and  photographic  educational  back- 

? round.  Creative,  hard  worker,  intelligent, 
nterested  in  house  organ,  magazine  or 
newspaper.  Box  59,  Editor  &  Pubi'sher. 


PRODUCTION 


PRODUCTION  MANAGER  or  Assistant. 
Over  15  years  experience  with  newspap¬ 
ers.  Have  worked  all  areas  of  training  and 
production,  designed  systems  for  OCR, 
Pagination,  VDT  Editing,  etc.  Extensive 
experience  in  department  integration, 
labor,  personnel  motivation,  and  cost  re¬ 
duction.  Seeking  long  term  relationship 
with  challenge  and  growth  potential.  Will 
travel  or  relocate.  Replies  answered.  Box 
%,  Editor  &  Publisher. 


COMPOSING/PRODUCTION  supervisor, 
proven  ability  and  experience.  12  years 
composing  management,  cold  type  com¬ 
puter  environment  on  30,000  circulation 
daily.  Age  48,  married,  family.  Box  116, 
Editor  &  Publisher. 


PUBLIC  RELATIONS 


PR  PRO  with  BS  Journalism  degree,  3 
years  newspaper  and  11  years  excellent 
PR  experience,  including  management, 
seeks  challenging  career  opportunity 
elsewhere.  Box  129,  Editor  &  Publisher. 


E&P  Employment  Zone  Chart 

Use  zona  number  to  indicate  location  without  specific  identification 


AD  SALESMAN,  39,  employed,  13  years  IRONSIDE  seeks  different  beat.  Employed 
experience  all  phases  advertising.  Seek  reporter/copy  editor,  30,  has  yen  for  new 
sales/management  position,  weekly  or  challenges  with  Fourth  Estate.  BS  Jour- 


small  daily.  Degree.  Zones  3, 4, 6, 8. 9.  Box 
107,  Editdr  &  Publisher. 


nalism.  SPJ-SDX.  Will  relocate.  Box  135, 
Editor  &  Publisher. 
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Shop  Talk  at  Thirty  By  Robert  U.  Brown 


Pressure  on  CIA 

Pressure  by  American  news  organiza¬ 
tions  has  forced  a  commitment  from  the 
Central  Intelligence  Administration  that 
it  will  no  longer  employ  American  and 
foreign  journalists  working  for  American 
news  media  although  it  is  dragging  its 
feet  in  doing  so.  Perhaps  further  pressure 
can  bring  the  same  assurance  CIA  will 
not  employ  journalists  working  for 
foreign  news  media,  which  so  far  it  has 
declined  to  do. 

The  board  of  directors  of  the  American 
Society  of  Newspaper  Editors  at  its 
meeting  in  Honolulu  the  week  before 
Thanksgiving  adopted  a  resolution  call¬ 
ing  on  CIA  “to  give  assurance  that  it  has 
completed  the  termination  of  CIA 
employment  of  all  correspondents  of 
U.S.  news  media.  In  addition,  the  ASNE 
board  calls  on  the  President  and  Con¬ 
gress  to  require  the  CIA  to  extend  this 
hands-off  rule  world-wide  so  as  to  pro¬ 
hibit  CIA  employment  of  journalists 
working  for  foreign  news  media  as  well 
as  for  American  media.” 

The  resolution  noted  the  order  by  CIA 
Director  George  Bush,  February  11, 
1976,  directing  CIA  not  to  enter  any  fu¬ 
ture  contractual  relationship  with  any 
full-time  or  part-time  correspondents  of 
American  news  media.  It  also  noted  as¬ 
surance  by  Bush  on  June  24  to  the  Na¬ 
tional  News  Council  that  the  directive 
included  stringers,  foreign  nationals  and 
freelancers  working  for  American  news 
media. 

“However,”  the  resolution  continued, 
“CIA  spokesmen  said  it  would  take  time 
to  phase  out  all  past  arrangements  with 
such  people  in  an  orderly  manner.  The 
ASNE  is  now  told  they  were  talking  in 
terms  of  completing  terminations  by  the 
end  of  this  year.  This  suggests  the 
agency  has  not  completed  the  severances 
nine  months  after  they  were  ordered.  We 
ask  that  the  CIA  Director  report  com¬ 
pliance  with  his  directive  of  last  Feb¬ 
ruary  promptly  and  publicly.” 

“We  further  ask  that  the  President  by 
executive  order,  or  Congress  and  the 
President  by  joint  resolution,  prohibit  the 
CIA  from  employing  newsmen  of  any  na¬ 
tion.” 

About  the  time  the  ASNE  resolution 
was  adopted,  on  November  19  four  rep¬ 
resentatives  of  the  National  Conference 
of  Editorial  Writers  were  meeting  with 
two  CIA  executives  at  the  Langley,  Va., 
headquarters  to  discuss  the  same  matter. 

NCEW  was  represented  by  its  presi¬ 
dent,  John  J.  Zakarian  of  the  St.  Louis 
Post-Disptach,  president-elect  Clarke 
Thomas  of  the  Pittsburgh  Post-Gazette, 
board  member  Gilbert  Cranberg  of  the 
Des  Moines  Register-Tribune ,  and  Stuart 


Loory  of  the  Chicago  Sun-Times.  Repre¬ 
senting  CIA  were  Andrew  Falkiewicz, 
assistant  to  the  director,  and  “a  senior 
CIA  official  who  asked  not  to  be  iden¬ 
tified.” 

The  NCEW  memorandum  to  members 
on  this  meeting  reports: 

“1.  The  CIA  has  terminated  relation¬ 
ships  with  American  and  foreign  jour¬ 
nalists  working  for  American  news 
media,  although  some  past  relationships 
still  may  be  the  process  of  being 
phased  out.  The  latter  would  not  be  per¬ 
forming  intelligence  tasks,  even  if  they 
still  were  being  paid. 

“2.  Journalists  in  this  classification — 
American  or  foreign  journalists  working 
for  American  news  media — had  only  been 
involved  in  intelligence-gathering,  not  in 
p;anting  information. 

“3.  A  CIA-financed  news  service 
abroad  is  not  considered  an  American 
news  organization. 

“4.  The  CIA  rejects  iho  NCEW  con¬ 
tention  that  the  CIA  should  not  have  re¬ 
lationships  with  foreign  or  American 
journalists  in  foreign  news  organizations. 
The  officials  said  the  CIA  is  in  the 
foreign  intelligence  business  to  gather  in¬ 
telligence  under  the  law,  and  that  ‘any 
foreigner  is  of  interest  to  us,  anyone, 
businessman,  whatever,  so  we  don’t 
want  to  be  cut  off  from  anyone  including 
journalists.’  ” 

NCEW  elicited  the  comment  from 
CIA  that  the  February  directive  “was 
highly  unusual — one  of  only  two  or  three 
such  publicly  announced  directives  in  the 
agency’s  history — and  that  while  it  could 
be  rescinded  secretly,  the  agency’s  cre¬ 
dibility  would  be  damaged  were  it  to  do 
so  and  that  fact  came  to  light  later. 
Therefore,  they  said,  there  would  have 
to  be  a  public  statement  if  a  decision  to 
rescind  were  made.” 

Expressing  agreement  with  a  state¬ 
ment  Secretary  Kissinger  made  to  the 
annual  NCEW  meeting — “I  disagree  with 
the  practice  of  putting  misleading  infor¬ 
mation  into  foreign  newspapers” — CIA 
officials  insisted  they  wanted  to  retain 
the  option  of  using  “disinformation” 
when  necessary  but  would  discuss  with 
Director  Bush  that  possibility  of  formaliz¬ 
ing  Kissinger's  statement  as  CIA  policy. 

CIA  officials  said  the  level  of  this  prac¬ 
tice  of  “disinformation”  has  fallen  to  al¬ 
most  nothing  and  is  no  longer  a  problem. 
They  also  minimized  the  impact  of 
“fallout” — the  verbatim  reprinting  or 
reporting  elsewhere  of  CIA-planted  arti¬ 
cles. 

We  believe  the  concluding  comments 
of  the  ASNE  resolution  state  the  prob¬ 


lem  for  the  U.S.  and  the  reasons  why 
CIA,  as  we  once  said,  should  keep  its 
cotton-pickin’  hands  off  media  and  their 
representatives  here  and  abroad: 

“At  the  UNESCO  conference  in 
Nairobi,  American  delegates  urged  all 
nations  to  respect  humanity’s  right  to 
news  uncontrolled  by  governments  for 
their  own  ends.  Those  words  lack  force 
so  long  as  an  agency  of  the  American 
government  refuses  to  give  assurance 
that  it  will  forego  employment  of  foreign 
newsmen  for  its  own  ends. 

“The  CIA  has  refused  to  give  the 
world’s  people  that  assurance.  We  be¬ 
lieve  the  American  people  through  their 
elected  representatives  should  require  it 
to  do  so.  The  interests  of  the  United 
States  are  not  served  if  a  U.S.  agency 
reserves  the  right  to  interfere  with  other 
people’s  sources  of  information.  To  ex¬ 
tend  America’s  own  respect  for  a  free 
and  independent  press  to  the  efforts  of 
news  media  abroad  would  serve  the 
higher  purposes  of  the  U.S.,  and  stand  in 
telling  contrast  to  the  practices  of  to¬ 
talitarian  systems  which  Americans  ex¬ 
pect  their  government  to  reject,  not  emu¬ 
late.” 

• 

Lawyer  ad  rules  eased 
by  Michigan  top  court 

The  Michigan  Supreme  Court  ap¬ 
proved  changes  to  the  state’s  Code  of 
Professional  Responsibility  that  will 
allow  lawyers  to  advertise  their  fees  in 
the  Yellow  Pages  of  Michigan  Bell  tele¬ 
phone  directories. 

The  changes  also  permit  attorneys  to 
list  their  age,  date  of  admission  to  the 
state  bar  and  other  state  bars,  office 
hours,  fluency  in  a  foreign  language  and 
specialities  in  the  practice  of  law. 

Previously,  lawyers’  yellow  page  list¬ 
ings  were  restricted  to  name,  firm  name, 
business  address  and  telephone  num¬ 
bers. 

Michigan  is  the  first  state  to  permit 
lawyers  to  advertise  fees  and  other 
information.  Moves  are  under  way  in 
several  states  to  change  laws  that  pro¬ 
hibit  lawyers  from  advertising.  Justice 
Department  has  a  suit  against  the  Ameri¬ 
can  Bar  Association  charging  restraint  of 
competition  because  of  a  former  ABA 
ban  on  advertising.  The  FTC  has  lodged 
similar  complaints  against  the  American 
Medical  Association  and  the  American 
Dental  Association. 

The  U.S.  Supreme  Court  heard  argu¬ 
ments  this  week  on  why  lawyers  should 
be  permitted  to  advertise  legal  services 
and  fees. 

The  case  was  brought  to  the  Supreme 
Court  by  two  Arizona  lawyers  who  chal¬ 
lenged  a  state  ban  on  lawyer  advertising. 

The  question  that  the  top  court  must 
decide  is  whether  the  ad  ban  violates  the 
First  Amendment,  which  they  said  last 
year  applied  to  commercial  speech;  and 
whether  the  ban  violates  antitrust  laws. 
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Thewodd's 
immberone 
supplier  of 
input  editing 
^temsfor 
the  newspaper 
inmistrj. 


Why  number  one? 

Because  in  1969,  Hendrix  was  the  first 
to  transform  words  from  fingertip  to 
computer  to  print . . .  instantaneously. 

Since  then,  Hendrix  Worldwide  has 
introduced  15  new  technological  break¬ 
throughs  in  input  editing  systems  for 
the  newspaper  industry. 

Today,  Hendrix  has  more  systems  on 
line  in  newspapers  worldwide  than  any 
other  company  in  existence. 

That’s  why  Hendrix  Worldwide  is 
number  one. 

That’s  also  why  you  should  enquire 
about  our  flexible  new  6400  systems 
that  let  you  grow  as  you  go.  They’re 
number  one,  too. 


HENDRIX  WORLDWIDE 
CORPORATE  HEADQUARTERS: 

645  Harvey  Rd. 

Manchester,  N.H.  03103 
(603)  669-9050 
Telex  943480 

U.S.  REGIONAL  OFFICES: 
Eastern  Region 
Palmer  Drive 
Londonderry,  N.H.  03053 
(603)  434- 15k 
Western  Region 
Suite  340 

477  Butterfield  Rd. 

Lombard,  II.  60148 
(312)  963-8225 


INTERNATIONAL  AFFILIATES; 
Great  Britain 
Graphic  Arts  Equipment 
11  Aintree  Rd. 

Perivale,  Greenford,  UB  7LE 
Middlesex,  England 
1-997-8053 

Republic  of  South  Africa 
Photracomp(Ptv)  LTD 
P.O.  Box  0972 
Johannesburg  2000 
836-2941 


Suomi-Finland 

Finska  AB  Fredr.  Wagner 

Altertinkatu  34 

Helsinki 

90-543-614 

Sverige 

AB  Fredr.  Wagner 
Vasagatan  48 
Stockholm  1 
08-22-99-00 
AB  Fredr.  Wagner 
Gamla  Tuvevagen  22 
Goteborg  8 
031-22-21-20 


Slussgatan  13-15 
Box  6014 
Malmd  6 
040-735-45 
Bundesrepublik 
Deutschland 
Klaus  Hagelstein 
2  Hamburg  3 
Fehsenfeldstrasse  21 
(040)  677-3447 
6  Frankfurt/M 
Otzbergstrasse  8 
(0611)67-4135 


February  1  is  deadline 
for  two  major  Scripps-Howard 
Foundation  awards 


Edward  Willis  Scripps 
for  best  service 
to  cause  of  free  press 


The  Edward  Willis  Scripps  Award,  named  in  honor 
of  one  of  the  giants  of  American  journalism  and 
founder  of  the  Scripps-Howard  Newspapers,  is  a 
new  competition.  It  has 
been  established  to  recog- 
nize  that  newspaper 
which,  in  writing,  report¬ 
ing,  and  public  education, 
contributed  most  signifi¬ 
cantly  during  1976  to  the 
cause  of  the  Constitu¬ 
tional  guarantee  of  a  free 
and  independent  press. 

The  postmark  deadline 
in  this  First  Amendment 
E.  W.  SCRIPPS  competition  is  February  1. 

A  bronze  plaque  will  be  presented  to  the  winning 
newspaper,  and  a  $2,500  cash  prize  will  be  given  to 
the  editor  for  distribution  to  the  individual  or  indi¬ 
viduals  on  the  staff  whose  contributions  helped  the 
paper  win  the  award. 

No  entry  blank  is  required,  and  exhibits  of  perti¬ 
nent  material,  preferably  mounted  in  some  manner, 
should  be  sent  to  Edward  Willis  Scripps  Award, 
The  Scripps-Howard  Foundation,  200  Park  Avenue, 
New  York,  N.Y.  10017. 

Entries  may  reflect  service  to  the  First  Amend¬ 
ment  in  a  variety  of  ways: 

Fighting  the  growing  threat  of  censorship  in 
America:  overcoming  public  uneasiness  with  regard 
to  press  credibility:  combating  government  secrecy 
at  all  levels,  and  instilling  in  the  public  an  apprecia¬ 
tion  of  its  need — as  well  as  its  right — to  know,  as 
guaranteed  by  the  First  Amendment. 

Any  newspaper  published  in  the  United  States 
and  its  territories  is  eligible  to  compete. 


Walker  Stone 
for  general  excellence 
in  editorial  writing 

The  Walker  Stone  Awards,  named  for  the  late 
editor-in-chief  of  Scripps-Howard  Newspapers  and 
president  of  The  Scripps-Howard  Foundation, 
whose  graceful  and  vivid 
editorials  won  wide  rec¬ 
ognition  in  his  profession, 
are  given  to  honor  out¬ 
standing  achievement  in'  * 
the  field  of  editorial 
writing. 

A  first  prize  of  $1,000 
and  a  certificate,  and  a 
second  prize  of  $500  and 
a  certificate,  will  be 
awarded.  Postmark.dead- 
line  is  February  1. 

Yardstick  for  judging  the  Stone  Awards,  which 
require  no  entry  blank,  will  be  for  general  excel¬ 
lence  in  editorial  writing,  which  may  include  quality 
of  writing,  forcefulness,  and  importance  to  the  pub¬ 
lic  interest.  Entrants  are  required  to  provide  the 
background  necessary  for  judging  these  qualities, 
and  submitted  material  must  have  been  published 
in  1976. 

Nominations,  preferably  mounted,  should  be  ad¬ 
dressed  to  Walker  Stone  Awards,  The  Scripps- 
Howard  Foundation,  200  Park  Avenue,  New  York, 
N.Y.  10017.  Last  year’s  winner  of  these  awards  was 
David  Bowes,  The  Cincinnati  Post. 

OTHER  DEADLINES: 

Edward  J.  Meeman  Conservation  Awards  Feb.  15 
Roy  W.  Howard  Public  Service  Awards  March  1 

ScrippS'Howard 
Foundation 

200  PARK  AVENUE.  NEW  YORK,  N  Y.  10017 
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